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Rough Proofs 


The old-fashioned man who used 
to hunt for four-leaf clovers now 
has a son who spends his time look- 
ing for typographical errors in the 
Translux news ribbon. 


. FT 


E. R. Squibb & Sons ask, “What 
can a man believe in” and the copy 
suggests it’s a marriage license. But 
husbands change wives these days 
only a little less frequently than 
they switch brands. 


. 


The answer to “What can a man 
believe in?” is everybody, if you 
ask the head of the personal loan 
company which will let you have 
$300 on your signature only. 


. 3 


Not to be outdone, the New York 
Life is currently showing a pretty 
spring picture with the caption, 
“Thing’s a man can trust.” But 
among them isn’t the copywriter 
who’s so careless with his apos- 
trophes. 

7 Vw 


“Advertising men ponder effects 
of auto curtailment,” reports ADVER- 
tistinc AcE. One of them may be to 
shorten those long tails that pro- 
ject over into the next county. 


* TF F 


Nominated as Rough Proofs’ mir- 
acle man of 1941 is the fellow who 
has discovered how to make micro- 
scopes work better with the aid of 
old razor blades. 


, ¥ F 


ADVERTISING AGE says Best Foods 
will launch a record advertising 
campaign, but there’s no real evi- 
dence it’s to be restricted to tran- 
scription broadcasts. 


. = @ 


According to the veracious Des 
Moines Register & Tribune, 2,000 
readers sent 10 cents apiece for 
seeds of the Ecuador passion flower. 
Is there to be an Iowa version of 
“Desire Under the Elms”? 


=~ ww 


The garment trade has just dis- 
covered that the average American 
woman spends 20 to 30 per cent 
more for undergarments and hosiery 
than for dresses. The ads have con- 


vinced her the less she wears, the 
better she looks. 
+ = 

Julius Hochman, the union ex- 
eculive, says agencies have made 
the mistake of trying to “sell aja 
politician by the same methods 
they use to sell tin cans or tooth | 


Not exactly—if you don’t like the 
0th paste, they offer double your 
money back. 

v v v 


W 1 all the competitive lightning 
Playing over the RCA building, 


don’+ } é , , , 
‘ont be surprised if any minute 
heres a bolt from the Blue. 

v v v 
Fornfit is using pictures of 
‘ithe-ome cuties” successfully as 
Prime merchandising aids, in spite 


fact that their most enthu- 
‘asti admirers are not very good 
unc tion prospects. 


v’ YF v 
Ne paper executives have 
‘fnty of sales resistance. Even 
“ith glamor girls like Loretta 
*oune and Joan Crawford at the 


\N.P A. convention, the publishers | Photographic Review 


manag 


d to get quite a little busi- 
Ness ; 


tended to. 
Copy Cus. 


| duction, 


Ad-libbing 12 
Basic Business Index 28 | 
Business Digest 21 
| Coming Conventions 24 
Editorials 12 
Getting Personal 22 
Information for Advertisers 12 
Obituaries 30 | 


All-Out Effort vs. 
Business as Usual 
Debated by AMA 


Sharp Divergence in 
Viewpoint Shown at 
Management Meet 


(Other news of the AMA marketing 
conference appears on Page 8) 


New York, April 23.— Bearing 
far-reaching implications on _ the 
eventual success of the defense pro- 
gram, the basic conflict between 
those who believe in “business as 
usual” and those who insist that the 
defense job must take precedence 
over normal production stood out 
this week as the highlight of the 
two-day conference of the Ameri- 
can Management Association here. 

An advocate of the position that 
the defense program should be the 
first consideration of business, Wil- 
liam L. Batt, deputy director, pro- 
duction division of the Office of 
Production Management, presented 
a viewpoint directly at variance 
with the contentions of two other 
speakers, E. O. Shreve vice-presi- 
dent, General Electric Company, and 
H. R. Chapman, vice-president, New 
England Confectionery Company, 
who proposed “business as usual” 
and “business with adjustments.” 

Speaking at the joint luncheon 
meeting of the AMA and the Sales 
Executives Club of New York, Mr. 
Batt asserted that fears of a depres- 
sion, resulting from overexpansion 
of productive facilities, must not be 
allowed to interfere with the vital 
job of preparing American defense. 


“Nothing Is Enough” 


In support of his contention, he 
pointed out that the machine tool 
industry has expanded from an 


average $100,000,000 yearly business | 
to a $700,000,000 volume this year | 


but that machine tools are still in- 
sufficient for our needs. Stressing 
the need for more speed, Mr. Batt 
said that “100 tanks in Greece to- 
day might tell a different story.” 
He emphasized the fact that the 
American public is just beginning 
to realize the enormity of the task 
it must accomplish. 

Regular production, Mr. Batt in- 
sisted, will have to be curtailed 
where it does not contribute to pub- 
lic essentials. “England,” the 
speaker declared, “tried to wage a 
cheap war and we know the result 
of that.” While America has done 
“fairly good” job on defense pro- 
“nothing can be enough” 
today. 

To those who express satisfaction 
with the extent of our aid to 
Britain, Mr. Batt pointed out that | 
Hitler has obtained more steel from 
tiny Luxembourg than we have 
shipped to England. 
a gloomy note, he said, 
do from day to day is pray for guid- 
ance.” 

Entirely Different Conception 

Presenting an entirely 
conception of the 

(Continued on Page 29) 


DIRECTORY OF FEATURES 


Rough Proofs 
| Test Campaigns 2% 
| Voice of the Advertiser 18 


Concluding on | 
“All I can | 


different | 
current problem, | 


MARGARINE SALE 


HISTORY W MAK/i VG as 


AT ALL — ane 


wast er THE mantas OF m WHIP SALAD DEEREING 


.. for limited time only! 


Kraft Cheese Company offers an extra 
pound of Parkay margarine with a two- 
pound purchase in this |,200-line newspa- 
per copy which appeared in Sacramento. 


McKesson-Robbins 
Hosiery Now Sold 
by 4,000 Stores 


Company "Forced" Into 
Distribution of Line by 
Drug Retailers 


New York, April 24.—An amazing 
indication of the scope of products 
handled by “drug” wholesalers and 
sold through retail drug stores was 
|given here this week as McKesson 
& Robbins began its second year as 
distributor of its own brand of 
| hosiery, and revealed that its Danc- 
ing Mileage brand is already being 
offered by approximately 4,000 drug 
|stores, with the number of outlets 
‘increasing constantly. 

According to McKesson & Rob- 
bins officials, the drug company was 
virtually forced into this new busi- 
ness by its dealers who reported 
that other drug stores were carry- 
ing hosiery and asked that the com- 
pany fill what appeared to be a 
gap in its line of goods. During the 
first year, the company has been 
cautiously feeling its way in the new 
|field, and despite its apparent suc- 
cess in gaining distribution, still 
feels that it has much to learn. 

While McKesson & Robbins has a 

(Continued on Page 29) 


Defense Keys Thinking 
at Newspaper Meeting 


| 


More Circulation 
Revenue Essential, 
Cowles Asserts 


Not Enough Advertising 
to Pay Costs, Dailies’ 
Promotion Men Told 


New York, April 23.—In meeting 
the problem of steadily rising ad- 
vertising costs newspapers may find 
it necessary to “modernize” their 
thinking and turn from advertising 
as the number one source of reve- 
nue to expanded circulation income, 
Gardner Cowles, Jr., associate pub- 
lisher, Des Moines Register and 
Tribune, told the 12th annual con- 
vention of the National Newspaper 
Promotion Association here this 
week. 

Mr. Cowles’ hard-hitting analysis 
of current newspaper publishing 
problems shared the spotlight along 
with a consideration of the market- 
ing significance of defense spending 
and a series of clinics covering 
research and other promotion 
activities. 

John C. Stafford, Rockford Star, 
was elected president, succeeding 
Bradford Wyckoff, Troy Record. 


Other officers named were Leslie 
Davis, Wall Street Journal, vice- 
president; Jacques A. Caldwell, 
Port Huron Times-Herald, treas- 
urer; and Russell L. Simmons, 
Cleveland Press, secretary. 


Has Not Kept Pace 


Pointing out that since 1933 
advertising has not kept pace with 
other important economic indices, 
Mr. Cowles offered figures which 
showed that while total advertising 
expenditures have increased 321% 
per cent, industrial operation 
creased 56% per cent; retail trade, 
65 per cent; national income, 64 per 
cent; and factory payrolls, 87 per 
cent. 

“The total available 
pie is smaller than it used to be and 
the piece of that pie coming to 
newspapers is also not anything like 

(Continued on Page 29) 


Last Minute News Flashes 
Kennelly Transferred to Canada Dry Ad Department 


New York, April 25.- 
Cc anada Dry on the West Coast, 
| vertising manager, 


New York, April 25.- 
| Copy will be tested by Oldetyme 
month in the New London Day, 
Yorker. Editorial style copy, 
| only,” will cater to masculine 
promoted brand. 


jas 


cities for “Penny Serenade.” 


ing endorsements of the 
Company is the agency. 


J. X. Kennelly, 
has been named 
with headquarters in New York. 


production by outstanding film names. 


assistant national ad- 


Oldetyme to Test New Type of Liquor Copy 

—A novel campaign featuring a new type of liquor | 
Distillers Corporation during the next 

Providence 
headed “Strictly confoodential 

amateur chefs, 

Peck Advertising is in charge. 


and The New 
for men 
with Three Feathers as the 


Bulletin, Cue 


Penny Serenade” Gets Newspaper Backing 

New York, April 25.—Following announcements in 22 magazines, Co- 
lumbia Pictures has released a newspaper campaign scheduled for 45 key 
Preferred position, chiefly on pages 2 and 
3. will be used for three 360-line ads using simple 


, all-type layouts carry- 
Biow 


Green Light for Commercial Television Seen 


Washington, D. C., April 25.- 


-While FCC officials decline 
fhy are strong indications here today that commercial television will 
be authorized by the Commission within the next few weeks. 
is reported satisfied with technical progress and convinced that financial 
| support from advertisers is necessary for further development. 


comment, 


The FCC | 


in- 


advertising | 


for the past eight years with | 


| 


| 


| Moines Register 


| paper Promotion Associ*tion. 


| 


Advertising's Economic 
Significance Outlined 
by P & G Head 


(Other “newspaper week” stories 
appear on Pages 4, 5 and 6) 
By IRWIN ROBINSON 

New York, April 24.—With the 
spectre of war casting a sobering 
shadow on _ their deliberations, 
members of the American News- 
paper Publishers Association, gath- 
ered here this week for their 55th 
annual convention, came to grips 
with problems already created by 
the national emergency and trained 
their eyes on new responsibilities 
in the offing. 

Defense was the keynote of the 
three-day meeting, but the yearly 


John S. McCarrens, general manager of 


the Cleveland Plain Dealer, turns over 

the gavel that goes with the presidency 

of the ANPA to Walter M. Dear, gen- 

eral manager, Jersey Journal, the new 
incumbent. 


appraisal of newspaper advertising 
volume and trends also stood out 
prominently in the program pat- 
tern, and here the publishers found 
fuel for optimism. The Bureau of 
Advertising’s intensive research and 
promotion campaign is showing 


tangible results: national linage 
carried by newspapers last year 
| produced 5.9 per cent more dollar 


volume than in 1939, and 8.2 per 
cent more than in 1938. 


Highlights of Week 
Other highlights of ANPA week 
included: 

1. A succinct presentation of ad- 
vertising’s economic significance by 
| the head of one of the nation’s top 
advertisers, Richard (Re Deupree, 
| president, Procter & Gamble Com- 


|; pany. 


2. The marshalling of 
paper-owned radio 
meet the challenge 
Communications 
forthcoming 
on Page 4). 

3. Exploration of the possibility 
that newspapers may, in the future, 
have to look to circulation revenue 
instead of advertising as their chief 
source of income, by Gardner 
Cowles, Jr., associate publisher, Des 
and Tribune, at the 
convention of the National News- 
(Story 


news- 
station forces to 
of the Federal 

Commission’s 
investigation. (Story 


on Page 1). 
Sad Record for Non-Advertisers 


Offering the thesis that “adver- 
tising is essential to the proper 
growth of the nation and its peo- 
ple,” Mr. Deupree urged publishers, 
agencies and advertisers to develop 
this “essential concept” and make 
it articulate “for the people at large 
in order to correct some misappre- 
hensions in their minds about ad- 
vertising and to make a strong 
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ADVERTISING AGE 


April 28, 194) 


— 


story stronger.” 

The P&G executive remarked 
that some industries do not lend 
themselves to advertising but added, 
“if there is an industry which lends 
itself to advertising and yet does 
not advertise, I think that is a 
crime.” As a group non-advertis- 
ers have a sad record in research, 
development, profit and labor rela- 
tions, he declared. 

Turning to “the man who adver- 
tises his business badly, wastefully,” 
Mr. Deupree said: “He does not fit 
into the modern economic order. 
He does himself no good and, what 
is worse, he is a blight on legitimate 
advertising. His sins as an unin- 
telligent, unprofitable advertiser are 
visited on the successful advertis- 
ers—the men who deserve a place 
in the Hall of Fame for deeds well 
done and true contributions to so- 
ciety.” 


Reviews Ivory History 


Mr. Deupree derided the conten- 
tion of advertising’s critics that 
prices would be immediately low- 
ered if advertising were eliminated, 
that advertising is uneconomic, that 
advertising should be curbed, that 
it creates monopolies. He offered 
a rapid-fire review of Ivory soap’s 
pioneering and the progress of the 
soap industry during the past 60 
years. 


In 1880 a housewife paid five| advertised brand, in the 
cents for a bar of Ivory soap, the | 


same price she pays today. During 
that interval, however, raw mate- 
rials that go into soap making have 
doubled in price; wages that were 
eight to ten cents an hour are now 
80 cents to $1 an hour; there were 
no federal taxes in 1880 and today 
these levies are about equivalent to 
factory wages. 

“It does not seem possible that 
expenses such as I have mentioned 
to you could be absorbed if we had 
not advertised Ivory soap almost 
continuously since 1882. The pres- 
sure to make good on our adver- 
tising claims built up our rigid 
manufacturing standards, stimulated 
research and development all along 
the line and Ivory set the pace for 
the entire soap industry. I feel that 
the development was made possible 
only because an advertised brand 
was leading the way and because 
there was a legitimate profit for 
achievement. These two facts acted 
as a continual spur. Just as fast as 
one improvement was made, the 
industry would be on your heels, 
then it was your turn and you had 
to keep ahead of the procession if 
you wanted to live with an adver- 
tised brand that was profitable. 

“Don’t forget that approximately 
one-half of the soap produced in 
this country is still sold as a non- 


strict 
meaning of the phrase, but the 
leaders have always been adver- 
tised. There is no doubt in my 
mind that without a pace-setter like 
Ivory soap, neither the inclination 
nor the money would have been 
available for the development of the 
soap industry and, as I said before, 
I could cite you many other indus- 
tries like ours.” 

Co-featured with Mr. Deupree at 
the Bureau of Advertising session 
was Paul V. McNutt, Federal Se- 
curity Administrator. He discussed 
the background and development 
of the social security program and 
labeled the “stabilization of family 
income as necessary to stabilize 
purchasing power.” Business men 
do not realize that the social secur- 
ity philosophy stems largely from 
the business community, he de- 
clared, disclosing that only two days 
before President Roosevelt’s social 
security message was delivered, on 
Jan. 15, 1935, the National Retail 
Dry Goods Association unanimously 
recommended a social security plan. 


Sees Real Assistance 


“You and your advertisers who 
depend to such a degree upon con- 
sumer goods industries know that 
putting a floor under purchasing 
power is good business. You will 
find, I think, that our social insur- 


Powered to sell because it is powered by 
The New York Times— America’s biggest 


Sunday advertising medium 


Powered to sell because it has over 
800,000 circulation among substantial, brand-buying 


families all over the country 


Powered to sell because it concentrates circulation 


in New York, the world’s biggest market 


(where general magazine circulations run thin), and in 


big-buying markets all over the country 


| promotion program. 


| “Ask your Agency 


ance and public assistance programs 
will have a real and a long-run 
effect upon the food industry and 
department store industry of your 
community.” 

Turning to the administration of 
the Food, Drug and Cosmetic Act, 


McNutt referred to the complexity 
of the task which faced his staff 
when the law became operative last 
July 1. Instead of depending upon 
“pompous legal maxims,” 
attorneys worked closely with busi- 
ness men in an effort to achieve 
the purposes of the act “with a 
minimum of industrial dislocation.” 
He paid tribute to the cooperative 
spirit evinced by business in im- 
proving and altering labels to con- 
form to the law’s requirements. 
The combined efforts of public 
health agencies and the Depart- 
ment of Agriculture to raise Ameri- 
can nutritional standards have im- 
portant merchandising implications, 
Mr. McNutt hinted. Pointing to a 
possible increase of two billion dol- 
lars a year in food expenditures, he 
observed that the 30 millions now 
being spent in newspapers by na- 


to 50 millions or more. 
Gives Annual Report 


Edwin S. Friendly, business man- 
ager, New York Sun, and chairman 
of the Bureau of 
showed in his annual report that 
national volume in newspapers 
|ended a nine-year decline in 1939, 
‘the first year of the Bureau’s new 
The upward 
movement continued last year, when 
national volume in newspapers in 
all cities of 10,000 population or 
over totaled $161,000,000, 5.9 per 
cent more than the $152,000,000 fig- 
ure for 1939, and 8.2 per cent 
greater than the $149,000,000 re- 
ported for 1938. 

Chief progress was indicated in 
four of the six largest classifica- 
tions: automotive, up 55.1 per cent 
/in 1940 as compared with 1938; 
alcoholic beverages, up 16.7 per 
cent; groceries, up 10.3 per cent; 
and toilet requisites, up 3.1 per 
cent. The medical classification 
showed an 8.1 per cent loss, and 
tobacco products, a 28.2 per cent 
drop. 

That the “tide seems definitely 
to have turned” was also empha- 
sized by William A. Thomson, direc- 


that the 96 largest magazine adver- 
| tisers spent nearly 14 per cent more 
|in newspapers in 1940 than in 1938; 
while the 84 largest radio adver- 
tisers, who reduced their newspaper 
expenditures by $260,000 in 1939, 


ditures in 1940 by $3,586,000. 


Michigan Tourist Groups 
Support State Ad Plan 


Michigan’s four tourist associa- 
tions have agreed to contribute 
$5,000 each from state funds granted 
them to permit Michigan to conduct 
a “worthwhile” campaign for the 
state as a whole, according to Audi- 
tor General Vernon J. Brown. 

Each agency was granted $30,000 
in a bill passed last month and 
signed by Gov. Van Wagoner, who 
criticized the fact that it provided 
only $10,000 to advertise the entire | 
state. 


Trade-in Publicized 


Full pages in all Philadelphia; @head as rapidly as possible to 4 
daily newspapers were used by | W@X paper on each of our brands o 
Wanamaker’s, department — store, | chewing gum, similar to that always 


last week to announce a new 
trade-in policy on electric and gas 
refrigerators. The store has stan-| 
dardized allowances on trade-ins 
at 10 per cent of the purchase price | 
of the new refrigerator, with a 
requirement that the trade-in be a 
self-contained unit. 


now under FSA jurisdiction, Mr. | 


| 


federal 


tional food advertisers might rise 


Advertising, | 


tor of the Bureau, who pointed out | 


stepped up their newspaper expen- | 


|airplane manufacturers. 


| used on Wrigley’s Spearmint.” 


| To Meet in Hershey 


| Hershey, Pa., for its 1941 annu@ 


—~ 


AT NEWSPAPER MEET 


| These twosomes snapped by the Acver. 
tising Age photographer at the ANPA 
convention include, at top: Dean Palmer, 
St. Joseph, Mo., Gazette, and Frank 
Gannett of Gannett Newspapers. Cen. 
ter: Elisha Hanson, general counsel, and 
Cranston Williams, general manager, 
ANPA. Bottom: R. L. Jones, Jr., Tulsa 
Tribune, and F. O. Larson, Tulsa World. 


At top: Frank B. Hurd, Providence Jour- 
| nal and Bulletin, and J. Frank Duffy, 
Gannett Newspapers. Center: Frank E. 
Phillips, New England Daily Newspaper 
Association, and William B. Pape, Water- 
bury Republican & American. At bot- 
tom: J. A. Abey, Reading Eagle-Times 
| and Louis F. Gautier, Publishers Asso- 
ciation of New York City. 


Wrigley to Wrap 
Gum in Wax Paper 


As soon as the present small 
| supply of aluminum foil is used up, 
William Wrigley, Jr., Company, 
| Chicago, will begin wrapping gum 
in wax paper as a result of the 
OPM’s restrictions on the use of 
aluminum by non-defense indus- 
tries. The 500,000 pounds of alumi- 
num which the company had on 
hand already have been turned over 
to the government for the use of 


“While we are necessarily limited 
by the time it takes to remode! our 
wrapping machines,” said Philip K 
Wrigley, president, “we plan to g° 


The Insurance Advertising Con- 
ference has selected Hotel Hershey, 


meeting, Sept. 8-9. 


io ask the £ 
COLONEL!” _* 
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THE 


CP 50,000 Watts - CBS 


FRIENDLY STATION 


SEATTLE 


ed 
‘ — : - . ' 
§ “a ——— ee ea ee —_ 
Ss 
ss wi ee 
‘ “2 «es - 
7 Dire tae. 
= a aR me : e a 
Fs re “, th eae - 
} ee a Se a 
Je Se 3 a 
a ij %, - Dae ie a es E 
a ra emer ee ce Le 
Ja a _ ae tee ee ; 
ie a = 7 ; 2 ae . s 
. 5) Pee 
ca “SS Ve. ag : 
—— . aes bec : 
oo oats ‘ fis ' 
a : 
= aa e 
— —. ” 
a , ¢ a - at ‘ 
: ei te a bic. 
7 r 7 ¥ 
7 i, has - 
wee = an +. 2 > . 
: fei i wt ia fy st , P| 
= =e, 2 ee a Fa 
— | ' 
jes a 
as an 
Bi 
ir y LL 
r- * 
re =, BG 44 / 
aa % ae / 
ht aa. 
” r a 2 ee 
cr i bon ee 
- 7 heli ~ t 
Aimee i ’ ‘ o 
ign pe — me 2 ae : Se < 
Ee . 4 Sages 
Teh 7... sol sai ey he z 
Ce : a ie ‘< , 4 pet 4 * 
‘ . ) oe ~% # ;s , 
ieee =e . — Ho Be pia 
ae 8 vpfter ‘ as ; Pee » 
E aan < $. 4 s . 4 
Bes ee : Pg * hl, : 
oe ee — an f ; f > { 
on tA _ ei ae 4 
- a ae / : - i a 
? 7 % fe ty ; 4a 
a an — 
7? de 
— , F 
eT s a 
a : a ( 
ra § / 
ee weak 
a wy 
= Fe 
—S 5B 
— ; es ae Sy pi | 
° aaa ce 
; a ae Sein 
= 7% as oe OE. Pree Rs Sg oe. aes | 
he Eee 
js eae” exe | “yi 
Bi ieee 4 s », a » Pao ie 
* a - + ge ee, ay * 
. i = is 
a . “a . “a 
a Be 
7 —— 
—— 
% Ba 
F 
| + 
/- eed | | 
. er il 
* o ’ e. og 
ee iain ‘“ ttt 
7 ry % hee = olin d . waar’ n 
i Fis 2 ee, : 
a - a 
s = F - a 
3 ss : BP Page se 
: = i a ad . 
7 i . “a ae \ 
: 3 — ) j \ ee 
nk S 
" a — 
(\\) 
¥ S 
= ne A 
20 
- : : | r 
By = by 
x 4 ew 0 mes UazinNe . 7 Exclusive National Representatives 
— 
Pa 
Pay 
J er ea ke SE a, 33 f g ta wed $ ee ek 6s ee TR Wo ui a : at ee tee came & eS a Ca ae ena ga’ Pree sc ay Se ae ee aig ii ¥ ni Soa. iam ie ig te Pad 2 i 5 Se 
J fs ad 4 1 A ere A Fs : ee ue} a % ” oma me 5 ae i = ae or if : Ai en = aes igh ity e sy Bes a 
2 hs mee Sed wee tele dee Pen to 4 pmas ge a os & ee ee LA ie apa Sel aE aS 64 a te a as Bee AED: La ee EA pe oe Tig: a ae RA, Ds 4 eee 
vat ; PB ae 2 4 , nls ERE” see a eee Aa es ie | PS Sie eee POR: ages pelle Ok ath bint: oe PBS f 
op es PN ee ee ae Gi hee ep ieee oe | # Sl ie co Oe ee PS oe. eee ag ee 8 SAA eee fo Lee Seer a TR. Me ee ee” 8 te Bale 
UNG. Ee Ce ae oor ey 8 hota DA pee te CaN ae eet 3 Me ohare, tae SR Seen ec 2 ae wae ee ee 
* hae : ae Ae ~f > he as ii eer > aa hat SPA Aa ae 7 ae he G5 ada EE a . vod vats a ae * 
Lf Aas fe) q % a i tae mie + & es i - 4, = ge Pig PRs a ome ae * aA rely Pee ic he: i nit ~ wg 7 a ar. Te - oe Wee om here: adlib “ 


April 28, 1941 ADVERTISING AGE 3 Ss 


rw, 
i FS 


—— | 


\\ 
NTO the Indian Ocean’s depth...“‘so soft, 
so still, so bloomin’ blue,’’...slip the pearl 


divers. 

Up they come with their rope baskets full 
of shell. And fortune smiles on them more 
often than it does on Cosmopolitan’s editor 
diving for literary pearls in a sea of ink. 

For while the writing ocean is knee deep 
in manuscripts the chances of finding a lus- 
trous story or novel are less than 1 in 100. 

More than 20,000 pieces of fiction come 
under the editor’s eye each year. A scant 200 
have the vivid brilliance to match Cosmopol- 
itan’s ever extending string of literary pearls 
...for 56 years the most perfectly matched 
example of editorial gem collecting. 

Great are Cosmopolitan authors, great is 
their fiction. But greater still is the editorial 
ability to choose only those stories which 
in turn select the kind of readers who are 
your best customers...the young, the urban, 
the employed. It’s not enough to know that 
fiction is the tie that binds such readers to- 
gether. Their repeated approval and continued 
reading rests on a particular kind of fiction, 


tuned and timed to their needs and desires. 

Nearly 1,850,000 reader-families today share 
Cosmopolitan’s wealth of great fiction. Cos- 
mopolitan’s advertisers who know great fic- 
tion’s power to kindle buying emotions share 
the $5,500,000,000* that 


these families annually 
spend for all the products 
that you make and your 
dealers sell. For Cos- 
mopolitan is a monthly 
magazine which millions 
of men and women thor- 
oughly read...not just 
skim...iike a swallow 


flitting around a barn. 


“GREATER TODAY 


».GREATER 


Perhaps the general aprrcciation of this 
fact among astute advertisers is one good 
reason for Cosmopolitan’s 7% gain in 1940 
over 1939. 


*; nough to build nearly 1,700,000 average size new homes. 


Under-cover man at work! 
Only 1% of the 20,000 manu- 
scripts that yearly cross the 
editor's desk are chosen for 
publication in Cosmopolitan. 
The other 99% simply haven't 
what it takes to select the 
1,850,000 reader-families we 
want who are the customer- 


families whom you want. 


TOMORROW THAN TODAY” 


* 


+ 


Pie alge K. ‘plea eat 


Wear 


as 
ie 


=> 


a8 4— (, . aa 
. ofijo fe) ee 
@o / - — 
ne apical <a Oo — 
— A 7 O ~ — os 
© OV -@ O| a. ya 8 , 
a - 4 a 
] ® a Nee ae 
“ ‘a 
°, a \- —— 
. _ i 
oe, \ / tl oO - \ 
} f - — ™ awe : 
\ ‘eo A a _— e) \ : a. 4 ae 
, — o wa. . 
) AA a) | ~~ we £ a i 
x - Ab 9; < 
/ oe, ; aw my ai. fr 
L 2 —, Av 
. . < ray 
‘ ~ “ 
j : 5 ~~ “he - ee Qe 3 Fe 
| : ws pee. 3 | | a 
4 | ‘2 - ~ . qu “inn | 
IY Ro UE eee |* 1 | ual 
' vy : -_- fF \ Ge are. f - saa 
” } | yf Al hee, Ca o, 1 { Z _ 
> A gg | "4 f tes al Y : nf | fa ty é ; 
= ) = api | res id s a 
/ 4 ee ee ie - —_ ow ‘ ; j / og RL : 
f FN ; aN a F i a 5 Os l ] (" ? fy ae Va 
4h a / ; : / ( * i 1 
~ af | ~— Se” ~~ Px hte tare ot Ne en, | 
dite ted (O) a 4 ( j ip ay a y) Gs ‘ Al ee &. or y o © ait (oe 
4 Ry { j ff * > a = Ds) —~ i) : Ay a hago 64 * a ‘Ps 
4 m,, | 9 i > * FS Ase . , , | a / ' ST < —- - “a dh | - oe : 4 
: | \ hy y oe eS . : ~ 7, <—— yf L IS, Can f me. oes | 
* \f # 7% - . ~ | 2 f m) , 7] 4 ees % Tn « it er . 4 * x ff s ~ \ o eet, 
vy | as “See < [iii as , whe @~. 4 Ar - Pe; aid . % 
or i OO a sl 
‘. /\ N11 OIAN ~ ~ mS te “ ot > | . DIIM, ° “e S J : at a : fs _"8 " , , 2 r . a aad ; 
ma 7 ee Saeed re Sy | Se ne id 
. — = INE 4 =— oF ee LO TE dy e x » « , bee Reign RINT Faas e, 9 eae %. ah or Sree . ek ee 
| | See a ee eee lO Se , 
f- F —ye et 3 < ee Be § é ' 5 4 he SF » a : A ; 
By %® : ee a m/ om a " 
O- . or Sine Ra : <p # —! _ . 
-| &@ . 4, \\ Say SD 
. wil 4 J / ’ ‘s mg eN “W 
all al be me: 
up, i‘ a 2 
ny, : i aa 
um ae 7 7 
the : 3s 
of ; 
orf : %, 
nl- 3, 
pa ee rs 
ver . 3 - 
of a = _ * . B: i E 
a i osmong o ie ne i 
ony 2 CY a ae ; 
Oa ha : : a ‘ 
; of ‘ % M}- , : 
$ o j “Me 5 5 
- © oa) ‘ a x” s i} Saag, 
: - \/ \ * or ~ i 
: ma a) ow [2 
a) BY BZ _ & 
re : ™ Be -. 4 >= . | J i es e 
of ti ae 
OSMO yolitan a 
ee i AN YESTERDAY. iim : at 
| ; “GEE «Eis a eS Sees sea eal ster es a oe hy 0 x 
fi ieee 2 oe hit: a ae el Sie aie UP a Oe iia a ea SS ie i i gE RE Sele ee ae 
‘s ‘ Fe t. , ks 4 es st ve ‘ : x os ‘ee ag x te ie at eat Phe: a NT ; i “5 ‘ : i Ave x Seat eis - To . Te 5 3 Bt : ben = aaae a mag ee ee ae 5 ee i nh pie a : 
eae Wes Ae ere yy ca is ae ; SS, GSO aa aie ee Rae 5: cae Gh | “Seeee? 


ADVERTISING AGE 


April 28, 194) 


Newspaper-Owned 
Radio Stations 
Gird for Hearing 


Ethridge Succeeded by 
Hough; $200,000 War 
Chest Planned 


New York, April 23.—Moving 
briskly to take up the challenge 
flung down by the Federal Com- 
munications Commission, represen- 
tatives of newspaper-owned radio 
stations this week organized them- 
selves into a compact unit, prepared 
to raise a fund of $200,000 and out- 
lined a plan of procedure for the 
presentation of their case at the 
forthcoming FCC hearings. 

Harold Hough, radio supervisor 
of Station WBAP, owned by the 
Fort Worth Star-Telegram, and 
Station KGKO, operated jointly by 
the same newspaper and the Dallas 
News, was named chairman of a 
steering committee of nine, which 
will serve as the working unit of 
the Newspaper Radio Committee. 


Co-members with Mr. Hough will 
be Walter Damm, WTMJ, Milwau- 
kee Journal; James M. Cox, Jr., 
WSB, Atlanta Journal; Guy Hamil- 
ton, McClatchey Newspapers, radio 
interests on the West Coast; Gard- 
ner Cowles, Jr., KRNT, KSO and 
other stations affiliated with the Des 
Moines Register and Tribune; D. 
Tennant Bryan, Richmond News- 
Leader; John E. Pearson, Sun-Ga- 
zette, Williamsport, Pa.; Nelson 
Poynter, St. Petersburg Times; and 
Jack Howard, Scripps-Howard 
Newspapers and radio interests. 


Ethridge to Make Survey 


In taking over the chairmanship 
of the new group Mr. Hough suc- 
ceeded Mark Ethridge, Louisville 
Courier-Journal, who formerly 
headed the newspaper-radio inter- 
ests’ activities. Mr. Ethridge dis- 
closed that he has accepted an 
assignment to make an overall sur- 
vey of radio legislation and admin- 
istration at the behest of President 
Roosevelt. 

The background and outlook of 
the situation, which was brought to 
a head by the recent FCC announce- 
ment of an inquiry into newspaper- 
owned radio stations, formed the 
basis of an exhaustive analysis by 
Mr. Ethridge. Following discussions 
of the problem with President 


NEWSPAPER-RADIO SESSION GETS STARTED 


As the newspaper-owned radio station group went into session in New York. 

Left to right, Luther Hill, KRNT, Des Moines; Mark Ethridge, general manager, 

Louisville Courier-Journal, which operates WHAS; and Harold Hough, newly 

elected chairman of the steering committee, who represents KGKO and WBAP, 
Fort Worth. 


Roosevelt, FCC Chairman Fly and 
other important Washington figures, 
Mr. Ethridge asserted that the basic 
issue is whether or not combined 
ownership of the two chief vehicles 
of expression is detrimental to the 
public interest. 

Among the practices that will 
probably come within the purview 


- ELL, Uncle Zeke, it’s a com- | tail 
bination of things. . 
buretor, pistons, transmission 

.. but most of all gasoline. 


gears . 


“Gasoline, uncle Zeke, is like ad- 
A combination of things 


vertising. 
make a business go . 


. a Car- 


. good mer- 
Houston. 


advertising 
Chronicle is up 6.147*, 


“What Makes That 


Dad-Blamed 
Thing Go?” 


exclaimed Uncle Zeke 


in The Houston 


while retail 


advertising in all newspapers com- 
bined in the United States is down 
25.5‘, * from 1929 . . . More intelli- 
gently-planned good advertising in 
Houston has produced more sales in 


chandise, good merchandising, good 
management; but most of all good 
advertising. 


Just like the gasoline in that jalopy 
produces POWER, and in turn MO- 
TION ... good advertising produces 
CUSTOMERS, and in turn SALES.” 


The Proof of the Pudding 


For instance, retail sales in Houston 
are 5'<* above 1929, but retail sales 
entire United States are 


for the 
12.8'7.* below 1929. Why? Well, re- 


R. W. McCarthy 


National Advertising Manager 


Less good advertising else- 
where, less sales elsewhere. 


Chronicle Retail Advertising Did It 


Retail advertising in The Chronicle is 
UP 6.1% over 1929, but retail adver- 
tising in the Houston Post is DOWN 
19.1%* from 1929, and in the Hous- 
ton Press is DOWN 23.4%* from 1929. 
More Chronicle retail advertising has 
pushed Houston retail sales UP, UP, 
UP and UP. 


“SOURCES: U. S. Census for 1930 and 
1940, and Media Records, Inc. 


THEHOUSTONCHRONIE! a 


First in Circulation and Advertising for Over a Quarter Century 


The Branham Company 


National Representative 


TEXAS’ LARGEST DAILY NEWSPAPER 


of the FCC, he cited the following: 

1. Operation of joint rates be- 
tween local newspapers and radio 
stations. Mr. Ethridge recommended 
the immediate abolition of such 
joint rates wherever in effect. 

2. Newspapers’ use of their edi- 
torial columns to exploit their own 
radio stations instead of equal treat- 
ment for all local stations. 

3. Any other competitive situa- 
tions where it appears that news- 
papers are using their stations to 
further their own interests. 


Hearing to Be “Friendly” 


Mr. Ethridge conveyed to his 
audience assurances given to him 
in Washington that the forthcoming 
FCC hearings will be in the nature 
of a “friendly inquiry” with full 
opportunity afforded all interested 
parties to present their viewpoint. 

Throughout the discussion of the 
newspaper-owned radio situation 
ran an undercurrent which im- 
pressed observers with three signifi- 
cant points: 

1. The newspaper-radio inquiry 
is simply one phase of a broader 
picture which involves the status of 
radio networks, rates and possible 
government ownership of radio. 

2. A change in existing radio 
legislation is inevitable, since both 
Washington authorities and _ the 
radio industry agree the present 
statutes are unsatisfactory. 

3. A showdown on whether or 
not the FCC has been overstepping 
the authority granted it to act as 
referee governing the physical as- 
pects of radio broadcasting. 

The proposed $200,000 budget set 
up by the Newspaper Radio Com- 
mittee is based on an assessment 
formula ranging from $50 for sta- 
tions with net income of less than 
$15,000 to $10,000 for stations with 


income over $1,000,000. 

Former Federal Judge Thomas p 
Thatcher was named counsel to ‘the 
committee, with Sidney Kaye, cx 
sel to Broadcast Music, Inc., as 
associate. 


WGN RESIGNS FROM 
RADIO COMMITTEE 

Chicago, April 24.—Adoptior 
plans for a $200,000 war chest 
appointment of Sidney Kaye, c 
sel for Broadcast Music, Inc., 
associate counsel for the Newsp: 
Radio Committee brought imm 
ate repercussions here today in 
announcement that WGN, owne, 
the Chicago Tribune, has resig 
from the committee. 

E. M. Antrim, assistant secret ry 
of WGN, Inc., wrote newly- p- 
pointed Chairman Harold Ho eh 
that his station “cannot support or 
continue to be represented in, he 
committee,” explaining that dev». 
opments to date “indicate to us t vat 
there is not sufficient assura ice 
that the large fund of $200,000 to be 
collected from the newspapers » j]] 
be devoted exclusively to the pr p- 
aration and presentation of the c se 
on behalf of newspaper owners \ip 
of broadcasting stations on 1e 
merits of the issues involved, «nd 
that there is not sufficient safegu. rd 
against intermingling of these iss \es 
with other and unrelated issues « nd 
activities in which the newspa)er 
group, as such, have no interest. 

This reference, the Chicago Tri- 
bune explained in its own story 
reporting the action, was to WG\'s 
belief that part of the activities of 
the newspaper committee might be 
diverted to fighting the battles of 
the major networks, who are Ccur- 
rently fearful of the effect of the 
monopoly report soon to be issued 
by the FCC. 


be 


Ba2aTSera 


Ad Managers’ Trio 
on Speech Tour 


More than 1,000 store managers, 
buyers and department heads are 
expected to hear three St. Louis ad- 
vertising managers now conducting 
a series of 13 regional meetings un- 
der auspices of the National Indus- 
trial Stores Association, on the 
subjects of advertising and display. 

The three are Luke Collins, 
Friedman-Shelby branch, Interna- 
tional Shoe Company; J. L. Bess, 
Ely & Walker; and Ralph L. Schmitt, 
Rice & Stix. First of the meetings 
was held at Charleston, W. Va. 
April 14, and they will include 
other points in West Virginia, Vir- 
ginia, Kentucky, Indiana and Penn- 
sylvania. 


Agency to Move 
Consolidated Advertising Agency, 

New York, will take larger quarters 

at its present location at 505 Fifth 


avenue on May 1. 


WANT A REAL 
ART DIRECTOR? 


This is 


buy art work—althou 


ing every phase of 


selling, he 
hence goes 
When he was fresh 
famous 4-A agency 


themes 


"title hie’. 
StUa1OS 


Chicago studio. Of 


fixations, 


thousand a year his 


might be ji 


> 


This man is an idea 1 


far beyond the limitations of display adver: 


and an occasional brilliant headline. 


make induction highly unlikely. 


involvements 


is not low priced, but at a salary around eight 


rare bargain for a progressive, aggressive agency 
size. Locale of small importance 
process of getting acquainted 


a man who does more than simply make layouts ane 
gh he does these things superbly 


nan in every sense of the word 


merchandising 


sales promotior 


lans campaigns to bring results an¢ 


out of college, he wrote copy 
ind so is able to contribute advs 


He h 


better than 14 years of big-time experience in agenc 
and for the past 5 years has been head of 
draft age, but a wife and two 


Free from compli 
issments. T! 


abilities, talents and experienc 


1] 


A wire will 


Mhew nat inwvacti@a 
Why not invesug 


; 
ist the sort of person you've been look 


Address Box 3344, Advertising Age, 100 E. Ohio St. C °39° 
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ADVERTISING AGE 


Walter Dear Named 
President of 


Newspaper Group 


Knox, Smith Address 
Dinner of Bureau of 
Advertising 


ew York, April 24.—Walter M. 
De or, general manager of the Jersey 
Jo rnal, was elected president of 
th ANPA at today’s closing session. 
He succeeds John S. McCarrens, 
general manager of the Cleveland 
Plo n Dealer. Other officers named 


ce-president, Linwood I. Noyes, 


Globe, Ironwood, Mich.; secretary, 
Norman Chandler, Los Angeles 
Times; and treasurer, William G. 
Chondler, Scripps-Howard News- 
pa} rs. 

Mr. McCarrens was elected a 


director for two years, along with 
Jerome D. Barnum, Syracuse Post- 
indard; David W. Howe, Free 
Press, Burlington, Vt.; W. E. Mac- 
farlane, Chicago Tribune; and F. I. 
Ke Spectator, Hamilton, Ont. 
George C. Biggers, Atlanta Journal, 
was elected a director for one year. 


Knox a Speaker 


At the annual Bureau of Adver- 
tising dinner, which tonight brought 
to an end the week’s ANPA func- 
tions, Secretary of the Navy Frank 
Knox, himself a participant of long 
standing in newspaper publishing 
conventions, delivered a_straight- 
from-the-shoulder address on the 
perils facing America through en- 
circlement “by military powers 
whose ideals, institutions and meth- 
ods are all irreconcilably antago- 
nistic to our ideals, institutions and 
methods.” 

During the course of his message 
Col. Knox declared himself “unre- 
servediy opposed to any form of 
compulsory censorship, especially in 
time of peace.” In time of war, he 
said, military information must 
necessarily be withheld from pub- 
lication, but he expressed confidence 
that the desired ends can be at- 
tained through voluntary coopera- 
tion between the War and Navy 
Departments and newspapers. 

Sharing the spotlight with Col. 
Knox was C. R. Smith, president, 
American Airlines. He stressed the 
need for continued expansion of air 
transportation, asserting that “what 
sea power in the past has done for 
England, air power in the future 
will do for America.” 


Stress Press Freedom 


The freedom of the press issue to 
which Col. Knox referred also stood 
out prominently at various ANPA 
sessions throughout the week. In 
accepting the presidency Mr. Dear 
called attention to the control exer- 
cised by governments in other coun- 
tries and stressed a’ free press here 


as “the right of the people.” Vol- 
untary censorship of information 
relating to national defense, “but 


as to nothing else, may arise as our 
contribution to meet the exigencies | 
of the national emergency,” he de- | 
Clared. 

The plight of smaller newspapers 
in carrying the burden of rising 
cOst-, taxation and restrictive laws | 
Stood out as the chief topic for | 
discission by publishers represent- | 
ing dailies with circulations of less 
than 50,000. Frank S. Hoy, Sun and 
Journal, Lewiston, Me., stressed this | 


__ 


_ 


‘he Forgotten Woman 


1@ eager, receptive young house- 
ife is forming her buying habits 
day. Here is purchasing power 
‘at is cumulative. dependable 
. the young market, but the 
glected market. Your product 
aches this potential customer 
rough Cradle Car's authoritative 
les story. 


al! Cradle Can Service, Ine 


problem in his capacity as chairman 
of the session for smaller papers. 
Recognition of the “primary obli- 
gation of newspapers to further 
national defense in every possible 
manner” as well as to “furnish 
complete and accurate information 
compatible with military necessi- 
ties’’ was pronounced in a resolu- 
tion adopted at the closing ANPA 
meeting. The publishers also asked 


\for the “cordial consideration and 


cooperation of federal and state 
authorities concerned with national 
defense.” 


To Concert Programs 


Helen Lowe Auble, Cleveland 
free lance writer, has joined the 
advertising sales staff of Concert 
Program Magazines, New York. 


End ‘Ma Perkins’ 
Name on Buffalo 
Bakery’s Pies 


Buffalo, N. Y., April 24.—The 
|name of Ma Perkins will be dropped 
from the pies and hereafter con- 
| fined to the radio airlanes where it 
had its start, under a federal court 
decree agreed to this week by Ma 
Perkins Pies, Inc., of Buffalo. 

Judge John Knight signed the 
decree in district court here, allow- 
ing the company until May 15 to 
drop the contested name from its 
products, after Procter & Gamble 
Company, Cincinnati, filed suit and 
claimed that the Buffalo bakery was 
|capitalizing on the commercial 


value of P&G’s famous radio char- 
jacter, “Ma Perkins.” An _ injunc- 
| tion prohibiting the use of the name 
| was directed against E. John Lucas, 
Louis Kamaris and Stephen Mitch- 
ell, Operators of the bakery. 

| Attorney Barton A. Bean, 


y Jr., 
representing Procter & Gamble, said 
the plaintiff had waived all claims 
for alleged damages. 


Flaherty to Kudner 

Robert H. Flaherty, formerly ad- 
vertising manager of Pabst Brewing 
Company, has joined Arthur Kud- 
ner, Inc., New York, as co-account 
executive on the National Distillers 
Products Corporation account. He 
had served previously as advertising 
manager of Anheuser-Busch, Inc., 
and as manager of the Atlanta office 
of D’Arcy Advertising Company. 


| . . . 
Omitted Chick Linage 
| In supplying figures on farm 
paper linage for publication in the 
April 21 issue of ADVERTISING AGE, 
Publishers’ Information Bureau 
|}omitted baby chick totals for the 
Poultry Tribune. With these in- 
| cluded, the Tribune's total display 
for the month should be as follows: 
Eastern, 12,013 lines; Central, 8,759 
lines; Western, 6,294 lines; Pacific, 
| 6867 lines; all editions 5,670 lines. 


‘Seymour Meltzer Elected 

Directors of the Chicago Rubber 
Clothing Company have elected 
Seymour Meltzer’ vice-president, 
filling the vacancy caused by the 
retirement of Ernest Buecher. Melt- 
| zer has been general manager of the 
|Smartair Sportswear Company, a 
subsidiary. 
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Advertising Women 


a 


a 

Make Awards Sutra Sun Lotion 
has been awarded first prize of a H 
$100 scholarship in the competition | 0 aunc irs 
for the best advertising campaign 

oF . 
survey of advertising course con- National Drive 
ducted by the Advertising Women 
of New York. The winner, an em- 
Association, prepared a campaign |tan enthusiasts preparing for long | 
for Crane & Co., paper manufac-| days on bathing beaches, Artra | 
turer. Cosmetics, Inc., will launch its first 
of $50 scholarships were Margaret Reade viens aanek th j 
H. Crowther, Montclair, N. J., and | °U'™ preventive nex montn in one 
May S. Bergland, Ridgefield Park,| Weekly and three monthly maga- 


Virginia Edlington, New York, 
by students of the 12th annual 
ploye of the Lithographers National New York, April 24.—With sun- | 
Second and third prize winners | national campaign for Sutra sun- 
N. J. Six others won honorable | zines. 


NEW PROMOTION GROUP OFFICERS 


mention and one a special prize of Described by the company as the Three of the newly-elected officers of the National Wowepeper premetion Aate- 
$10 for application. most extensive promotion for a ciation are included in this photo. Left to right: Russell L. Simmons, Cleveland 
earn saiaadens inbimmeniians Gdittn ton tink’ Press, secretary; Leslie Davis, Wall Street Journal, vice-president; and John C. 
sunburn } , . eon Stafford, Rockford, Ill., Star and Register-Republic, president. 
Kettlewell Elevated two years, the campaign will con-| 


——— 


, , tinue throughout the sunburn sea- 

John Kettlewell, associate account | ~ ~ 5 : ? “| the new campaign will present | 
executive with Russel M. Seeds | 50" and will be followed by another | — | : , 

Company, Inc., Chicago, has been) drive during the winter sports sea- Sutra as an ideal sunburn preven- 

appointed vice-president in charge son. Artra Cosmetics, producer of | t!ve which does not black out the 


last year and, with scattered distri- | and tanning rays” of the sun. Keyed 


Phillips. Albertson & Bull. Inc and local magazines in Florida and|ful Sunburn,” copy will describe 

$ rts 2 a ee ; : : ‘ Pick: ne . 

New York sales consultant. has California. Cooperative newspaper | Sutra as containing “an exclusive 
oc . . < ae 


E. 42nd street. Employing a scientific approach,| film on the skin.” The difference 


of magazine advertising. Imra depilatory, introduced Sutra| “healthful Vitamin D—producing | 


Consultant Moves bution, promoted it in newspapers | to the theme, “Sutra Prevents Pain- | 


moved to 545 Fifth avenue from 60 | @dvertising was used in some cities. | compound which forms an invisible | 


RITA HAYWORTH ~ 
soon to appear in Columbia's 
“You'll Never Get Rich’’ — 


. ARE AMERICAN WOMEN MORE BEA THAN ANY OTH 
_ They didn't use to be. Not until the movies came along and became the ne 
_ number rd form . apenas Night after night, Ar American women see 
_in action. They see lov women sought-after, adored, captivating and capti 
the opposite sex. es ae a 
Here is “Inspiration to Beauty” which cond them flocking to toilet goods co 
_. . for who would be plain with beauty all about? Here is s the volume | market 
; = nuty products, pre-sold and eager to buy. A 
§ -- Sereen magazines, which page by page reflect the glamour and sahil ae e 
é movies, provide a direct road to this market...a road well-trod by cosmetic ot 
& _ tisers who have been quick to realize that here is their most fertile field. 
GUIDE SCREEN UNIT presents the most beautiful screen magazines publishe 
pues gorgeous big magazines, rich in full-color pages and striking photography . 
distinctive in style . . unsurpassed in timely editing and growing popularity. — 


PUES CREEL UD 


ss SCREEN GUIDE * MOVIE-RADIO GUIDE 


| between the burning and beneficial 
'rays of the sun will be depicted in 
all copy by means of an illustration 
showing the sun as a face sur- 
‘rounded by jagged spikes and fine 
“rays.” 

On the schedule are the June is- 
sues of Harper’s Bazaar, Parents’ 
Magazine and Vogue and the final 
May issue of Collier’s. Copy in| 
Parents’ will emphasize Sutra as a 
protection for “baby’s tender skin” 
‘and copy in Collier’s will employ 
man-and-girl illustrations in two 
colors. While some half pages will | 


will be in one and two-column sizes. 
Abbott Kimball Company is the | 
agency. 


Make Flat Denial 
of NBC Charges 
in Fightcast Row 


New York, April 24.—A flat denial | 


of all charges made by National 
Broadcasting Company in its suit 
against Mutual Broadcasting Sys- 
tem, Twentieth Century Sporting 
Club and Gillette Safety Razor 
Company was filed by the three 
defendants in the state supreme 
court here yesterday when NBC 
filed notice of trial. 

| In their reply to the NBC charges, 
| which followed the deal whereby 
Mutual and Gillette received exclu- 
'sive broadcasting rights on all box- 
| ing events promoted by Mike Jacobs 
| between June 1, 1941 and May 31, 
1942 in Madison Square Garden, the 
| defendants asserted that the earlier 
|}agreement which NBC claims to 
| have made with the boxing club had 
‘not been approved by Madison 
| Square Garden. Mutual’s contract, 
|it was said, received the Garden’s 
|}approval. Furthermore, the boxing 
club denied having concluded an 
agreement with NBC. 

The brief also charged that NBC 
has offered Jacobs a substantial sum 
for the broadcasts in an attempt to 
induce breach of the agreement with 
Mutual. 


Owens-Illinois Shifts 
and Promotes Personnel 


Randolph H. Barnard, executive 
vice-president, and Faustin J. Solon, 
vice-president of Owens - Illinois 
Glass Company and Owens-Illinois 
Can Company, Toledo, have taken 
over general management, produc- 
tion and sales work. Smith L. Rair- 
don has succeeded Mr. Solon as 
general sales manager of the glass 
container division and Garland Luf- 
kin has been named general man- 
ager of the division. 

Stanley J. McGiveran has become 
vice-president and general sales 
manager of Owens-Illinois Can 
Company. Ray R. Washing is the 
new general manager of the closure 
and plastics division and Hugh Paul 
has become manager of the Insulux 
products division, with his position 
as sales manager taken over by Ed- 
ward P. Lockart. 


Campbell Offers Rings 

A special friendship ring offer, 
tied in with dealer material, has 
been initiated on the Lanny Ross 
radio program, over a coast-to-coast 
CBS network, in behalf of Franco- 
American macaroni and spaghetti, 
product of the Campbell Soup Com- 
pany. The offer previously was 
tested in three cities, with listeners 
asked to send 15 cents and a 
Franco-American label to Lanny 
Ross for a specially-designed sterl- 
ing silver ring. 


rates 


campaigns, 


Ford Stand on 
Local Rates Told 
fo Newspapermen 


New York, April 24.—The | 


national differential in newsp: 
rates cropped up unexpectedly 
the Bureau of Advertising sessio 
the ANPA convention here 
week, with specific reference to the 
Ford dealer advertising which 
caused considerable discussion ad 
ing the past year. In some insta) 
newspapers refused to accept 
copy at local rates. 


During the “board of expe 


quiz session, a member of the au 
ence submitted a question to ( 
Leroy W. Herron, advertising dir 
tor, Washington Star, who was 
interlocutor. The query was: “W 
are agencies doing to help con 
the efforts of manufacturers to p! 
newspaper advertising at Ik 
rates?” Col. Herron called on Edy} 
F. Wilson, director of media plan 
McCann-Erickson, for a reply. 
Mr. Wilson expressed the be! 
that agencies generally are try: 
to encourage publishers to standard- 
ize their rates and enforce the na- 
tional rate wherever possible. Then, 
be used, the majority of insertions | turning to the Ford account, he ce- 
_clared that no advertising at local 
has been placed for this client. 


al 
er 
at 
of 


iis 


as 


r 


ne 


ef 
ig 


“Ford originated dealer advertis- 


ing; prior to that, they ran 
national campaign and a_ branch 
campaign which was run in 
interests of the local dealers, 
the money came out of the Ford 
Motor Company one way or 
other, and in the case of local dealer 
all of the money came 
out of local dealers. Some of 
dealers had been placing advertising 
at local rates and they couldn't 
understand why in view of the fact 
they had placed their advertising 
through an agency in a committee 
that they could not have local rates, 
as they had in the past. 


a 


the 


but 


the 


the 


“That money is collected and is 


entirely separate, banked in 
separate bank account, has nothing 
whatsoever to do with the Ford 
'Motor Company. In fact, Ford 
Motor Company will not even ac- 
cept in sliding scale papers the com- 
‘bined rate which is in effect 


a 


for 


Ford branches, Lincoln, Mercury. 


Ford dealer advertising. We 


whatever it may be, along with the 


are 


issuing some 8,000 separate con- 


tracts to cover local dealers. 


“I feel that local publishers, hav- 
ing maintained automobile rates as 


manufacturer, wouldn’t have 


trouble.” 


applied to both the dealer and the 
any 


“MEET THE PEOPLE” 


This grand guffaw belongs to Lou 
Paeth, boss of the Buckley-Dement 


tive staff. Not visible in this candid 5! 


is his fly-paper memory for merchca 
ing facts, nor his uncanny faculty 
converting this knowledge and e» 
ence into effective sales promo! 
plans. When not thus engaged. 
works overtime trying out every ne 
vice advertisers can think of for 
around a suburban home. He is hi: 
personal research department. 
° . ° 


Besides producing the campaigns which 


| we create, our six-story plant afforc 


pacity for manufacturing a large v‘ 
of direct mail and commercial p* 
created by others. Thus, we can 
over your merchandising job at the 
stage. or after layouts, copy ane 
work have been prepared. Call M 
6100 and let us show you how this ! 


ca: 
ume 


nting 
take 


dea 
art 


nroe 


flex 


ible service can work for you. BuckleY 


Dement & Co., 1300 Jackson Blvd., Ch 
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Goodyear Announces 
Triple Personnel Shift 


| 
| 


Butler Doolittle (right), has been pro- 
moted from sales promotion manager to 
manager of car and home supplies, new 
post in the sales division, Goodyear Tire 
& Rubber Company, Akron. Lee J. 
Bornhofen (left), replaces him and in 
turn is succeeded by Galen G. Cart- 
wright (center), as assistant manager of 

advertising service. 


/much build-up. 


Uses Tape for Cuts | 

The Minnesota Mining & Mfg. Copy Urges Rest 
Company, St. Paul, maker of Scotch| ¢ "i 7 
double coated tape, has developed a_| in S. California 
new method of mounting cuts 


which, it is claimed, provides an as WW orry Cure 
easy, speedy and economical short- | 


1 90 “a 
cut over the conventional method. Los Angeles, April 23.—A trip to 


Scotch tape was recommended be- Southern California as a cure for 


cause of its easy liner removal, be-| Worry is being urged by the All- 
cause it is pressure sensitive and| Year Club of Southern California in 
can be applied without moisture, newspaper advertisements placed in 


pl nage My pe A a gag re major cities of the East, Middlewest 
. peer S possiouy oO 0° and Northwest. 


Typical one column by 20-inch 


j}ads read: “Are you a man or a 
To MacDonald-Potter _.. |mood? Be your old self with a 
Gitenae. has eaoeieaad ae” real vacation in Southern Califor- 
Potter, Chicago, to handle its news- | "!*: “Worry isn’t helping the 
paper, radio and point-of-purchase | Country (or you). Shake the 1941 
advertising. Roger G. W. Carlson is/| Jitters with a trip to Southern Cali- 
account executive. fornia.” “Danger! Slow Down! Try- 


ing times like these call for the 
biggest vacation of all.” 


Southern California must attract 


935,000 tourists this summer to 


equal last summer, according to 
Don Thomas, managing director of 


the All-Year Club, and of these all 
| but 350,000 must be brought here 
for the first time. As in the past 
the club’s advertising offers a free 
|booklet with trip plans. Lord & 


Thomas, Los Angeles, handles the 


| account, 


‘Burns Joins WSAV 

Jerry Burns, sports commentator, 
has joined the staff of Station 
WSAV, Savannah, Ga. He will 
broadcast baseball in behalf of the 
| Atlantic Refining Company and also 
| will handle a newscast and his own 
|} copyrighted sports commentary. 


‘Win C. I. T. Plaque 


Three newspapers have won 
awards in the 1940 competition of 
the Commercial Investment Trust 
Safety Foundation, New York. The 
| winners, each of which will receive 
|a bronze plaque for the most effec- 
tive work during the year in the 
|}cause of traffic safety, are: Daily 
|Oklahoman & Times, Oklahoma 
| City, in cities of more than 100,000; 
| Gazette, Wilkinsburg, Pa., in cities 
| between 25,000 and 100,000; and 
| Daily Citizen, Beaver Dam, Wis., in 
communities under 25,000. 


Giese to Belnap 

George H. Giese, for the past six 
years promotion director of the In- 
dependent Grocers’ Alliance, has 
been appointed to a similar position 
with Belnap & Thompson, Inc., Chi- 


cago. 


Under a three-way shift in the| 
sales and advertising division of the 
Goodyear Tire & Rubber Company, 
Akron, Butler Doolittle, sales pro- 
motion manager for the past two 
years, has been named manager of 
car and home supplies, a new post 
in the division. 

Lee J. Bornhofen, assistant mana- 
ger of advertising service for the 
past six years, has been appointed | 
successor to Mr. Doolittle. Galen G. 
Cartwright, who has supervised me- 
chanical goods, shoe products, floor- 
ing, Airfoam and Pliofilm advertis- 
ing service, has replaced Mr. 
Bornhofen. 


Sees $3,000,000 
Advertising Push 


for Cotton Week 


Washington, D. C., April 24.—An 
estimated $3,000,000 will be spent 
on advertising and promotion of 
National Cotton Week, May 16-24, 
according to Charles K. Everett, 
merchandising director, Cotton- 
Textile Institute. Newspaper space 
used will be 25 per cent greater 
than last year, he predicted. 

He told the Washington Adver- 
tising Club today that all media are | 
cooperating as part of the national 
effort to reach the goal of 10 mil- 
lion bales annual consumption. Last 
year’s total was over 8,000,000, he 
said, and mills are now operating 
on a 10,400,000-bale basis. While 
consumption of 10 million bales this 
year is unlikely, the goal is not too | 
far distant. 

Mr. Everett’s prediction of in- 
creased advertising to support the | 
llth annual event followed recent 
retail conferences held in Boston, | 
New Orleans, Atlanta, Dallas, Chi- | 
cago, Detroit, Houston and Green- | 
ville, S. C. “Those companies whose | 
advertising will feature cotton week 
will win the gratitude of the na- 
tion's one-tenth who live on cotton,” | 
he said. 


Housewives to Tell All 
About Advertising 


Four housewives representing 
different income brackets will take 
a candid look at advertising for the 
benefit of a joint meeting of the 
Women’s Advertising Club and the 
Advertising Managers Club of Chi- 
cago to be held at the Electric Club, 
20 N. Wacker drive, Tuesday eve- 
ning, April 29. 

Each of the housewives will de- 
scribe her pet advertising aver- 
sons in a 15-minute talk, after 
which they will answer questions 
‘rom the floor. 


Frank Mason Takes 
Federal Post 


Frank Mason, vice-president of 
‘ne National Broadcasting Company, 
vill join the Navy as a dollar-a- 
far man on May 1. His assign- 
nent will be to effect a complete 
‘Organization of all naval radio 
uy es. 
Mr. Mason, a former newspaper- 
fan, has been active in the devel- 
pment of international short wave 
S%8adcasting and has directed NBC’s | 
‘ivilies in that field. He will be| 
n leave of absence from NBC! 
vhile serving the Navy. 


Urges Architects’ Ads 


Members of the Pennsylvania 
soci ition of Architects, meeting 
Convention at Hershey, Pa., re- 
‘ntly were urged by Henry Y. 
“raul of Lancaster, president, to| 
“opt advertising as a means of 
*Moting their profession. 


Bu TAM Lesting Saves 


money, too ! - 


-—and the Columbia Pacific 


Network is best for a test 


Before going coast-to-coast, you can make sure of your 


program by first testing it over Columbia’s 7-station Pacific 


Coast Network. Only on the Pacific Coast—only on the 
\ y 


Columbia Pacific Network—are a// these important testing 


conditions available in one package: 


Low cost. A 13 or 26 week campaign on 
the Columbia Pacific Network — which 
covers all the 3363 towns and cities in its 
nighttime primary area at a time-cost as 
low as 21 cents per town*—is ample to test 
out your program, as did Postum and 
Wrigley and many others. Or to satisfy 
yourself of the sales impact of one of our 
Columbia-perfected shows, as did Richard 
Hudnut with Hollywood Showcase, and 
Campbell’s Soups with Fletcher Wiley. 

Regular coast program ratings. C. |. 
Hooper “Pacific Ratings” measure the rela- 
tive popularity of your program as it goes 
along, to show you exactly how many 


people listen month by month. 


Nielsen & Facts Consolidated test cities. 
Separated from the rest of the nation by the 


Continental Divide, sales on the Pacific 


Coast are easy to check — either from your 
own records, or from Nielsen or Facts 


Consolidated sales reports. 


A regional network of “basic” stations. 
All seven stations of the Columbia Pacific 
Network are “basic’’—all broadcast the full 
CBS schedule. In no other section of the 
nation can you so perfectly duplicate the 
network bracketing and competition of a 


coast-to-coast show. 


Hollywood production. ‘Then, when all 
the “bugs” are out of your program — your 
perfected show with the identical cast, tech- 
nicians, and producers can go coast-to-coast 
at the flip of a switch... from Hollywood, 
West Coast production headquarters for 


CBS transcontinental shows! 


* By day it is 2256 towns at 14 cents. 


Columbia Facific Network 


A DIVISION OF THE COLUMBIA BROADCASTING SYSTEM 


Columbia Square, Los Angeles— Palace Hotel, San Francisco. Represented by 


Radio Sales with offices in New York, Chicago, St. Louis, Detroit, and Charlotte 
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Consumer Key fo 


Creative Selling, 
Kinney Tells AMA 


Media Representatives 
Hold Symposium on 
Their Facilities 


New York, April 23.—Among 
policies which encourage creative 
selling, adoption of the consumer 
point of view should be the first 
consideration of the manufacturer, 
according to S. M. Kinney, vice- 
president and sales manager, Talon, 
Inc., who spoke this afternoon at 
the final session of the two-day 
conference of the American Man- 
agement Association. 

The session, which included an 
address by Charles G. Pyle, general 
sales manager, Hygrade Sylvania 
Corporation, on the development of 
the Hygrade sales organization, fol- 
lowed a symposium in which repre- 
sentatives of radio, magazines, 
newspapers, business papers and 
direct mail participated. 

No baseline of creative selling, 


Mr. Kinney said, is more important 
than the consumer point of view 
which provides a key to the sound- 
ness of an advertising appeal. It 
is remarkable how many retailers 
get so involved in the problems, he 
continued, that they become indif- 
ferent to consumers and begin to 
think that only the retailer should 
be considered. 


Survey Pointed Way 


To emphasize the necessity of ob- 
taining the consumer’s viewpoint, 
Mr. Kinney described an experience 
in his own organization. Talon 
salesmen, he said, were unable to 
get results in a division of the gar- 
ment field where a competitor held 
first place. In order to get the con- 
sumer’s opinion of the competitor’s 
product, Talon conducted a survey 
of consumers and found an almost 
universal point of dissatisfaction. 
As a result, Talon salesmen began 
to emphasize a hitherto unmen- 
tioned version of the Talon product 
and since that time have won 97 
manufacturers in this field. 

Pointing out that creative selling 
is an everyday need, Mr. Kinney 
described as other policies which 
encourage creative effort among 
salesmen the use of specialized as- 
signments, intelligent supervision, 
the use of research in the approach 
to new problems and coordination 


of effort through branch offices. 

Salesmanship, Mr. Kinney de- 
clared, involves two steps: forming 
an honest conviction as to what a 
customer should do in his own 
interests and then persuading him 
to do it. 


Sought Fundamental Purpose 


Representing business papers in 
the symposium, Alfred M. Staehle, 
vice-president, McGraw-Hill Pub- 
lishing Company, presented the 
results of a study conducted by Mc- 
Graw-Hill in an endeavor to dis- 
cover the “fundamental purpose of 
the advertising.” Advertisements 
appearing in a cross-section of the 
business press in the first quarter 
of 1941 were considered. 

The study, Mr. Staehle said, gave 
confirmation to the most basic 
axiom of business paper advertis- 
ing, that if it is to serve the seller, 
it “must first serve the buyer by 
giving him information calculated 
to solve his business problems.” 

The 12 most important 1941 sales 
appeals, as determined by the study, 
Mr. Staehle said, were the need for 
increased production, for increasing 
plant capacity, for conserving man 
power, for more power, for im- 
proved product quality, for mate- 
rials, for increasing profits, for 
safety, health and employe rela- 
tions, for improved dealer relations, 


AT THE QUARTER... 


Magazine lineage records for the first three months have 


been published in the advertising journals. These records 
show Popular Mechanics, at the quarter, far ahead of other 
magazines appealing to mechanically-minded men. 


MEETING the 
NATION'S NEEDS 


Operates Are Het op we gee Prem ete 


“CENTRAL\ 
BANK | 


pers, 


Without mentioning ships, guns or planes 
in copy, this advertisement developed by 
Emil Reinhardt, Advertising, for the 
Central Bank, Oakland, Cal., makes a 
general offer of financing for projects 
arising from the nation's defense effort. 
Oakland area producers will benefit by 
federal contracts exceeding $231 ,000,000. 


for preparing for future operations 
and for improved business and pub- 
lic relations. 


Dyke, director of 
National Broadcasting Company, 
pointed out that radio set sales in 
1940 exceeded 11,000,000, repre- 
senting an expenditure of $400,- 
000,000. While these figures are 
important, he said, more significant 
is the wide use of the radio by the 
consumer. 


Magazines Meet Coverage 


After describing the reasons why 
magazines have been able to play 
a role in building America, Donald 
M. Hobart, manager, division of 
commercial research, Curtis Pub- 
lishing Company, said he has been 


billions going into major production 
centers. His answer to this ques- 


of the defense program reaches into 


e 
C. B. Groomes CSS 


asked to what extent magazine cir- | Register . 
ulation is distri : later joined Editor & Publisher as 
culation is distributed properly with = member of the sales cell. i 
became successively advertising 
; ; , manager, 
tion, he said, was that the stimulus | era] ~t and treasurer. 


Exide Builds 
Confidence in 
1941 Campaign 


Philadelphia, April 23.—If Pxige 
batteries are good enough to o apy 
posts of responsibility in the operg. 
tion of railroads, telephone sysioms 
ships, hospitals, highway tran or. 
tation, air travel, national def nse, 
etc., then it follows that Exide at. 
teries can be trusted to start 
That is the technique being 
this year by the Electric St age 
Battery Company in a formi: ble 
advertising campaign to sell E» de. 
This confidence-building co; y jg 
appearing in two-color half-; ges 
in such general magazines as “ol. 
lier’s, Life, The Saturday Ev ing 
Post and Time. In addition 
copy is appearing in 27 farm pa. 
including the two nat onal 
farm papers, Country Gent 
and Farm Journal. 
zines in the business and pr fes. 
sional field also are carrying the 
Exide story. 
The story of the Exide adver tis. 
ing campaign has been take to 
battery dealers by means of the 
Electric Storage Battery Comp: ny’s 
house publication, 
which points out that the company 
now has completed a quarter cen. 
tury of advertising. 


Speaking in behalf of radio, Ken Groomes Joins Devine 
promotion, |as Vice-President 


— 
— 


! xide 


l 


Some 36 nr ga. 


“Exide Ni ws,” 


Charles B, 
Groomes, for 20 


’ Publisher 


dent and 
' partner in 


ates, 


the New 
in 1916 and four 


years an execu- 
tive of Editor & 


inti] 


» his resignation 
recently, has be- 
come vice-presi- 


active 
J. & 


Devine & Associ- 
newspaper 
representative 
Mr. Groomes 
started his busi- 
career on 


Haven 
years 


business manager, gen- 


First in Total Lineage for the 
first quarter of 1941. 


Popular Mechanics . 55,202 
Magazine No. 2.. 42,309 
Magazine No. 3.. 25,221 


Popular Mechanics led magazine No. 2 
by 30.5", and magazine No. 3 by 118.9%. 


First in Display Advertisers. 


Popular Mechanics........ 395 
Magazine No. 2............314 
Magazine No. 3............163 


Popular Mechanics led magazine No. 2 
by 25.8% and magazine No. 3 by 142.3%. 


First in Total Display Insertions. 


Popular Mechanics....... .933 
Magazine No, 2............ 747 
Magazine No. 3............ 409 


Popular Mechanics led magazine No. 2 
by 25.4% and magazine No. 3 by 127.5%. 


First in Exclusive Display 
Accounts. 


Popular Mechanics......... 111 
Magazine No. 2............ 39 
Magazine No. 3.......... 17 


Popular Mechanics led magazine No. 2 
by 184.6% and magazine No. 3 by 
552.9%. 


First in Classified Advertising. 


Popular Mechanics.... . 2620 


Magazine No. 2......... 
Magazine No. 3........ 969 


Popular Mechanics led magazine No. 2 
by 71.4% and magazine No. 3 by 170.4%. 
* * * 

This five point domination of the field 
by Popular Mechanics must be due to 
the results obtained by advertisers. 

When you plan advertising for any 
goods men buy or have a hand in buy- 
ing—for the second half of 1941—use 
adequate space in Popular Mechanics, 
the 25-Cent magazine—first in the me- 
chanical field in lineage, in advertisers, 
in insertions, in exclusive accounts, in 
classified. 


POPULAR/ SECHANICS 


insofar as redistribution of pur- 
chasing power is occurring, maga- 
zine coverage is adjusted to meet it. 

Representing newspapers, Fred 
Dickinson, Western manager, Bu- 
reau. of Advertising, American 
Newspaper Publishers Association, 
pointed to the quick action that 
can be obtained from advertising in 
newspapers because “the whole 
tempo of the newspaper is fast, and 
people are used to responding 
quickly to newspaper copy.” He 
added that “many of the things that 
advertisers want this year will have 
to be got quickly, or not at all.” 


Cites Direct Mail Uses 


In presenting the case for direct 
mail, L. Rohe Walter, advertising 
manager, the Flintkote Company, 
and president of the Direct Mail 
Advertising Association, cited four 
logical uses of the medium: when 
the executive is planning on a 
short-time basis and sudden changes 
are necessary; to mold employe and 
stockholder attitudes since direct 
mail reaches into the home; to 
explain necessary price rises, the 


use of substitutes, lack of ability to 
deliver and other situations grow- 
ing out of the defense program; and 
to reach specialized markets devel- 
oping from the defense program. 


Brown on CAB Board 


Robert B. Brown, assistant vice- 


president, Bristol-Myers Company, 
|New York, has been appointed a 


member of the governor committee | 
Cooperative Analysis of | 
Broadcasting by the Association of | 


'of the 


penenet Advertisers. 


Issues “Time Finder” 


| 


every part of the country, and that “Boston Transcript” 
Suspends April 30 


The Boston Transcript, evening 


newspaper established in 1830, has 
announced 


that, with failure te 
raise necessary revenue to continue, 
it will suspend publication with the 
April 30 issue. 

Richard N. Johnson, publisher, 
said that the daily’s five-cent price, 
in a highly competitive two-cent 
field, had not brought in enough 
revenue to continue publication 
The newspaper was owned for more 
than 100 years by Henry W. Dutton 
and his descendants. 


Offers Fair Trade Bill 

A fair sales bill has been intro- 
duced in the Michigan legis!aturé 
by Rep. Ate Dykstra, Grand Rapids 
Republican. A six per cent markuj 
over cost would be imposed upon 
retail merchants. 


a A. 
a — 


WE LAID SOME EGGS... 
and we'ne proud of i! 


Our town always has a big municipal Xmas tre¢ 
Puts on a Fourth of July celebration ond + 
none. And, when we had the idea rething 
should be done about Easter, the » w lame 
Annual Easter Egg Hunt came into be ¢ 
Before crack of dawn on the eve of F ter, 0 
staff was out hiding thousands of gar colort 
eggs in two of Cleveland's city parks ‘ t long 
after, the happy youngsters began to a» »mble , 
a thousand, two, three, five, SEVEN TI JSANI 
EGG-VENTURERS to search for th hidde? 


— 


| “hard-boileds.”’ 


This is the third year the event has «2 © 
ducted and broadcast by WGAR, C_ velan®’ 
Friendly Station. The third year of sj. 0st 
by the Kroger Grocery & Baking Con y 


200 East Ontario Street, Chicago 


New York « 


Detroit « 


Columbus 


A convenient “time finder” de- | cathe air. Judging by our loyel audic 
| vice, designed to help time buyers | growing preference of advertisers for 
keep up with program hours in 
terms of varying daylight saving 
rules, has been issued by the Blue) \__ 


we must have something there! 


network of the National Broadcast- | 
jing Company. 


We believe that a radio station owe* nething 
to the civic life of its community. W« ieve 
| should offer advertisers more than * y tine 
and the 
3AR as 
their Number One choice in North« Ohio 
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Urges Co-op Drive 
- for Olive Oil 

SEE IT! TASTE IT! IT'S NOW DOUBLY A cooperative advertising cam- 

DELICIOUS! THE LIGHTER, CRISPER, ocistion of Americs by Gordon 

“GOLDEN SOFT” KELLOGG’S ALL-BRAN 


STARTS DRIVE 


Baird in an article on “Accent on 
mimsweemecmmam | 2avertising” in the third edition of 
=———=- | the association’s yearbook just re- 
| leased. 
| The book was distributed at the 
association dinner in New York. 


Exempt Gas Stations 


exempted from provisions of the 
Colorado chain store tax law, un- 
der an amendment to the 1935 act 
A finer quality bran, toasted “bright as | just signed by Gov. Ralph Carr. 
shreds of gold," and lighter than ever, | Backers of the law originally prom- 
is this new All-Bran, product of the | ised the exemption six years ago, 
Kellogg Company, Battle Creek, Mich., | when the bill was passed. 

for which advertising broke last week. 


} 


Shopper Provides 
Retail Tie-up for 
‘Sunset’ Users 


San Francisco, April 25.—A solu- 
tion of the traditional problem of 
the reader of magazine advertising, 
“Where can I get it?”’ seems to have 


| been found in a new plan devised 


by Sunset Magazine and put into 


|Operation beginning with the May 


, , | issue, now going into distribution. 
| Gasoline filling stations have been | 


The plan, described by L. W. 
Lane, publisher, as a method by 
means of which leading stores and 
the magazine are cooperating in the 
interest of their mutual customers, 
is built around distribution to 
selected stores throughout the Pa- 


cific Coast of the “Sunset Shopper,” 
Which is a planographed reproduc- 
tion of the magazine plus a Where- 
to-Buy-It Guide. The guide includes 
retail prices for the items, and the 
name and address of the manufac- 
turer and the Pacific Coast distribu- 
tors. 

The shopper is distributed to co- 
operating stores 10 days in advance 
of the publication date of the maga- 
zine, and enables them to study 
both the product announcement 
ads, editorial articles and _ the 
sources of supply indicated for each 
product. Salespeople in the stores 
are given check-lists of these prod- 
ucts as a means of enabling them 
to determine items for which in- 
available. Both 


advertised items 


and those described editorially are 
included in the service. 

Stores using the plan are identi- 
fied as Sunset Shopper Stores, and 
newspaper mats, decalcomanias, 
window signs, stickers and other 
identification material are furnished 
to these stores. Mr. Lane reported 
enthusiastic response from the 
stores, which pay for the various 
services involved in the operation of 
the plan. 

No effort has been made to intro- 
duce the plan in all stores, but the 
leading department and homeware 
stores of the Pacific Coast areas have 
been included, and other important 
retail distributors will be added on 


a selective basis. 
| 
formation on sources of supply is | 


The number of products included 
in the May issue is 103. 


The drive, to go through May, is to in- 
clude 500 newspapers. Kenyon & Eck- 
hardt is the agency. 


French Starts 
Worcestershire 
Sauce Promotion 


| New York, April 24.—French’s 
Worcestershire sauce will make its 
; debut in national advertising next 
month when Atlantis Sales Corpor- 
ation, distributor for R. T. French 
Company, begins promotion in the 
May 12 issue of Life. Promotion of 
the sauce has heretofore been con- 
fined to small size newspaper space 
in a few localities. 

For the initial effort, Atlantis has 


. devised a Wow cocktail, an appe- 
: tier made with a glass of tomato | 
& juice and a teaspoonful of the Wor- 
i] estershire. Five insertions will be | 
yn used in the Life start, four of them | , 
e- black and white teasers, using | — 
cg 
te single sentences such as “Tried a | 
ve Wow? the new—cocktail made with | 
J. —,” and “How to Make a Wow!” | 
“_ followed by references to the num- | 
ber of the page on which a half 
1es page of selling copy appears. 
si- The half-page two-color copy, 
on | headed “It’s a Wow!” describes the 


en A new drink as “an appetite-tickling | 
cocktai] any hostess can be proud to 


as serve.” Cartoon illustrations empha- 2 
He = size the name, which appears in red | ™% 
os ; letters throughout the copy. Ye 
The campaign will continue in| @ 
future issues of Life. J. Walter ath 
Thompson Company is the agency. | _ 


Mutual Adds Five 
, | Full-Time Outlets 


to Five radio stations will switch 
ue, their present network affiliations 
the ind join Mutual Broadcasting Sys- 

tem as basic full-time outlets dur- 
her, ng the coming year. They are Sta- 
rice, tons WCAE, Pittsburgh: WFBR, 
cent Baltimore; and WGR, Buffalo, all 
ugh f{ which will join MBS Oct. 1, 1941, 
ion nd Stations WNAC, Boston, and 
nore WEAN, Providence, which will 


hange over in June, 1942. All are 


f 5,000 watts power. 


Offers “Registered Beer” 
itro- The Pfeiffer Brewing Company, 
Detroit, has introduced registered 
eer to the market, with the label 
neach Pfeiffer bottle hereafter to | 


HERE’S THE LINE-UP! 
Ist 3 months of 1941 


st 


in the U.S."A Mar 


ear an identifying serial number. 


New York Sun...... 
Providence Bulletin 
Hartford Times 
Washington Star 


Newark News 


MULTIPLE IMPRESSIONS. 
IN MASSES OF PEOPLE! 


a 


NASSAU DAILY REVIEW-STAR . . 91,486 


Rochester Times Union. 
New York World-Telegram. .. .76.297 


Winston-Salem Twin City Sen- 


Atlanta Journal ............ . . 73,086 


Lines 


are 88,947 
.. 85,069 

. 82,649 
T9544 


wees 16,955 
. 19,943 


. . 73,386 


Money is what makes the “A” 


AS MEASURED BY should reach 

to 35,021,292 | MEDIA RECORDS, INC. 
mble~ persons see Whaley Taxi-| paper. 

ISAM posters each week—on 3578 | 

biddet cabs in 43 cities! That's | 

; mass circulation! For de-| 
pr ert tails, write Wm. E. Whaley | 
por Co., Washington Building, 

ra Louisville, K 


WH. 


Standard Rate and Data Listing « 


MEMBER OF THE AUDIT BUREAU OF CIRCULATION 


Freeport 


e Executive Offices « 


market of the United States 
money that is there to be spent. 


If further proof is neces- 


sary that ours is the “A” Market, the latest figures of Media 
Records, Inc. show that of all evening newspapers published 
in the United States, as measured by Media Records, Ine., 
The Nassau Daily Review-Star is first in Financial Adver- 
tising Linage for the first three months of 1941. 


The people these advertisers reach are the people with 
money to spend and invest, the people who spend $252,000,- 
000 every year with the merchants in the 56 cities and towns 
in the “A” Market. These are the people every advertiser 


and can reach—In Long Island’s home 


NASSAU DAILY REVIEW-STAR 


Rockville Center, N. Y. 
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April 28, 194) 


Three Bills Ask 
Regulation of 
U. 5. Agencies 


Senate Holding Hear- 
ings on Rules for Ad- 
ministrative Bodies 


|ments in the Senate. 
| The bill representing the ma- 
| jority viewpoint of the Attorney 
| General’s committee is S. 675, and 
| that from the minority S. 674. Both 
call for the establishment of an 
| Office of Federal Administrative 
| Procedure. This agency would be 
headed by a $10,000-a-year direc- 
tor, with an associate justice of the 
U. S. court of appeals and the direc- 
tor of administrative office of U. S. 
courts as ex officio members. 
Duties of the office would include 
investigation of agencies, investiga- 
tion of complaints and establish- 
ment of liaison with agencies. The 
majority bill places no general re- 
strictions on agencies, but the 
minority version sets standards of 


Washington, D. C., April 24.— 
Regulation of administrative agen- 
cies of the federal government, 
which failed of enactment last ses- 
sion of Congress after President 


| Action will probably await develop- | conduct. The minority bill also pro- | 


| vides that investigations by federal 
| agencies are to be conducted so as 
|to disturb private enterprise as 
‘little as possible, that reports re- 
| quired are to be simplified, that 
| subpoenas are to be issued only on 
/reasonable showing of grounds, and 
| that all matters of record except 
| confidential personal data are to be 
opened to all interested parties. 


No Agencies Exempt 


This publicity provision in the 
minority bill also calls for publicity 
to be withheld in contested proceed- 
ings during preliminary or investi- 
gative periods. 

The Walter-Logan version specif- 
ically exempts numerous federal 
agencies, including the Federal 


a, 
— 


committee FTC work would be serj. 
ously hampered under the pro. 
posals “nothing short of complete 
|exemption,” he argued, “seem, 
| logical or practicable.” 


Trade Commission. There are no 
| exemptions in the majority bill and 
}the minority version holds that 
agencies concerned with military, 
naval or defense functions may be 
exempted if it proves contrary to 
| the public interest to do otherwise. | ,, : 
Complete exemption from legis- Popular Photography” 

lation which would establish stan- | jn Travel Tieup 

dards for administrative procedures | Because travel is a stimulus . 
of quasi-judicial agencies was asked | nicture-taking, Popular Photograph, 
by the FTC here yesterday in a|has joined with Canadian Nationa) 
formal statement made before the | Railways in sponsoring a specia) 
Senate sub-committee by Walter | tour to Jasper National Park, in the 
B. Wooden, FTC assistant chief | Canadian Rockies, June 14 to 28 
counsel. The junket will be directed by 
Mr. Wooden, echoing sentiments | !van_ — = — color 
previously expressed by Officials of | nat nl 50 a 100 are 
other agencies whose activities fans will make the trip. Priz: ~~ 
would also be controlled if pro-|pe offered for the best pi tures 
| posed legislation is enacted, told the | taken by participants. 


Roosevelt vetoed the Walter-Logan 
bill, is under legislative considera- 
tion again. 

A sub-committee of the Senate 
judiciary committee is holding 
hearings this week on three bills 
dealing with the subject. One is 
almost identical with the Walter- 
Logan bill, which passed both 
houses last session but failed to gain 
a two-thirds vote of support after 
the White House veto. 

The other two bills are the out- | 
growth of proposals by a committee | 
on administrative procedure ap- 
pointed by the Attorney General. 
This committee split almost evenly, 
and hence one bill represents the 
majority viewpoint and the other 
the minority stand. 


Review of Decisions Approved 


Heads of two agencies which 
would be affected by the proposals 
testified before the sub-committee 
Tuesday. Paul V. McNutt, Federal 
Security Administrator, and H. A. 
Millis, chairman of the National 
Labor Relations Board, both ex- 
pressed general approval of the 
principle of establishing boards to 
review rules and regulations of fed- 
eral agencies, provided for in both 
the majority and minority bills. 

Both opposed, however, the Wal- 
ter-Logan plan to. give federal | 
courts the right to veto rules and 
regulations of federal agencies. Mr. 
McNutt declared this “would so 
seriously hamper the work of my 
agency and of virtually every other 
agency of the government that effi- 
cient administration would soon 
become impossible.” 

Chairman Millis agreed, terming 
it a “definite step backward” to 
grant veto power to federal courts. 


“Va 


| 
| 
House Awaits Action | 


James L. Fly, chairman of the 
Federal Communications Commis- 
sion, testified last week and opposed 
regulation of administration pro- 
cedure. FCC must have a certain | 
amount of flexibility, he contended, 
and codification of procedure “might | 
cripple administration.” 

Rep. Francis E. Walter, Pennsyl- 
vania Democrat, has reintroduced 
the Waiter-Logan version. As H.R. | 1 
3464, it now awaits the attention of | 
the House judiciary committee, of 
which Rep. Walter is a member. | 
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of a salesman. 


) it was 


the story be wel/ told . 


power of a good copywriter 
in the place of the reader 


tie vour claims to his own problems 


reader's prime 


I thought you said | ’ 


information and facts. 


No, Sir, we said that PRED. ALL advertising must: pre 


have betore he can be expected to act. It takes real ad 
vertising skill to make informative copy vitally interest- 
mg. Without real craftsmanship, any copy can become 
ponderous, and dull. Read page 51 from the “TEL 
ALL. book, reproduced here, Our whole point is that 


. and with clarity! 


You need the best copywriting talent you can possibly 


Phe expert copy man is your skilled “boiler-downer” 
and “builder upper.” Given the opportunity to study 
your real sales story, he can apply that highly-developed 


the ability to put 


to the essence of what the reader must know in order to 


product's features a believable build up in terms of the 


interest. 


2 The expert copywriter is skilled in developing the 
proper sequence of your sales story, leading to an action 
impelling conclusion. 


3 Lhe skillful advertising man determines when words 
are needed to describe the teatures of vou product; 
when sllustrations of the product in operation can tell 


the story more clearly and more convincingly, 


4 Most important of all, the competent advertising man 
supplies that intensified “salesmanship-in print’ that 


compensates for the absence of the personal magnetism 


The job of telling all interestingly and effectively 
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sent interestingly all the information the reader must 


nan advertisement obviously calls tor a brand of talen 
that can’t be bought with nickels and dimes. 

For detailed suggestions concerning how you can & 
this kind of specialized service from advertising ma 
agers and advertising agencies, see the booklets “How! 
Pres 


dent: Meet Your Advertising Manager” described o 


Hamstrung My Advertising Agency” and “Mh 


the opposite page. 


The easiest way to start using 
“TELL ALL’ is to START EASY 


(THE FOURTH of oa series suggesting ways for 
you to start getting the benefits of using the TELL 
ALL principles) 


himself 


to give your 


ov tO 


FELL ALL principles appea 


apply to your business, the more important it is (0 kee} 


The more remotely these 


firmly in mind that everyone has to learn how to use thet 
One step ata time. One product ata time. One market @ 
fime. 


In many cases it would be downright foolhardy to ™ 
yur Com 


1 did hit 


ly upset 


changing over the whole advertising scheme of \ 
pany all at once. There's always the risk that, if yo 
the jackpot right off the bat, vou would complet 


your whole marketing and distributive setup wh ch prev! 


ously had not leaned heavily upon the ability o! busines 


paper advertising to do a real effective job of pre-selling 
JUST START ON ONE PRODUCT and 
ket. Make a few calls in the field and find out what you 


. ) 
problem ts there; what the product's real advantages are t 


me mar 


0 
that particular group; what they think about you! kind ¢ 
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Walker to Leave WIBA Kahn Adds 4 Accounts | + |claims of superiority to emphasis on BOOSTS THEM ALL 
w. E. Walker, business manager} Robert Kahn & Associates, Chi- | ompe l ive ng e fred cercrasdiygsseore nelle Hptanenna 
¢ Station WIBA, Madison, Wis., | 48°, recently acquired these ac-| refrigerators. Running in 19 weekly 
By esigned, effective May 1, to, Counts: Michael Todd's Cafe, Chi-) and monthly magazines and news- 
jevote full time to the W. E. Walker | C@g0, using newspapers, magazines, Pla ed Down b papers in 16 key markets, the cam- 
Company, Madison advertising radio and panel posters; Consumers paign is a phase of the heavy pro- 
agency. : /Oil Company, radio exclusively; | motion scheduled for the entire line 
——— oe = pg ob eee = G F R f ° f of G-E electric appliances this year. 
. irect mail; and International La- 
Burn-Smith Named dies’ Garment Workers’ Union, ee! m e rigera OF Stresses All Values 
Stations WALB, Albany, Ga., and | ing business papers and direct mail | stuttinn « a 7 7” 
WBIR, Knoxville, Tenn., affiliates lin the Midwest. New C H Talk f in striking contrast to contempot é 
nd AMpaign lalKs Of jary refrigerator advertising, copy 
of MBS, have appointed Burn- G | io Il f ittempt to build confiden : in th 
it any, Inc., Chi » as| . . c pace © 
| ae » TR omen naa as Meeker to Lancaster Staff enera xcelience oO product as a whole by stressing the 
- a Ray eyen ten Yaw Rang etry All Makes “mechanical perfection” of all “good 
Mission Bottler to Ellis | the general advertising staff of Lan- | New York. April 22 Hitting ; fereeie ee = ae sac The Truth About Todays Refr; ' 
: The Mission Bottling Company, |caster Newspapers, Inc., Lancaster, | TK, April of. — g a /mention of individua eatures. ¢ Iruth About lodays Kelrigerators | 
7 B ffalo, producer of Mission 'Pa. The publisher will service all |" note in refrigerator promotion, | Only after giving detailed advice as | 
nae. has named Ellis Advertis-| general accounts direct and Mr.| General Electric Company launched to what the consumer should con-— - 
; ing Company, Buffalo, to direct its | Meeker will make his headquarters this month a magazine and news- sider when purchasing a refrigera- | 
account. |at 512 Fifth avenue, New York. | paper campaign which subordinates | tor, “whatever make you choose,” 


product; what they like or don’t like about yours and com 


peting products. Dig up the whole sales story, Then deter- 

mine what the objectives of your advertising to that par- 

ticular market should be. And make them adequate. Don't 

\ — be content with just keeping your name before that particu- 

lar group. Give each ad a specific and sufficient job to do. 

Write advertising that tells those prospects exactly what 

they must know before any one of them can be expected 

to act. Submit reasonable evidence that what you say is so 

...and we mean reasonable to the readers, not just to you. 

Then select the business papers that will give you ade- 

*} quate coverage of the important buying factors in that one 

market. Use as much space as your story requires. Run 

olten cnough to accomplish the job you've assigned to that 
campaign, 


IF YOU'RE TRYING TO GET THE DEALER 
to display and push your product, find out all the things 
that vou can do to help him move your goods; to justify its 
price if it's higher than most. In your advertising in his 
waler paper, give him the same sort of help that he gets 
‘rom the editorial pages. That's the only reason he reads it. 

lf your field work has indicated that your advertising 
hould be made to produce inquiries, offer something that's 
rally useful to the reader, and tell him why it’s useful. Only 
ven can he be expected to send the coupon. 


tt UP SOME METHOD OF CHECKING the 
Mlectiveness of this new kind of advertising on that one 
iluct selling to one market. If, after a reasonable trial, 
doesn't seem to be achieving the specific objective you've 


‘lor it, get out in the field again and find out why. 

Don't stop until you've made sure that it’s paving its way, 
Only then will vou be able to prove to management that 
hose TELL ALL advertising principles are sound in your 


to wn 


lid hit 


B THE ASSOCIATED BUSINESS PAPERS waammeetet: tet sg 
e . 


GENERAL @ ELECTRIC 


General Electric's new refrigerator is 
featured in the illustration and copy for 
this April Ladies’ Home Journal full 
| color advertisement, but the company 
also features the fact that the choice of 
any reliable make of electric refrigerator 
| will give “more value for your dollars 
than ever before." 
other markets. One case like (hat, and you have the greatest  daoe copy bring the G-E product 
budget-getter you ever took into the front ofhice. }into the picture as “the finest ma- 
|chine ever built.” 
Let busi " hel | Dominated by a human interest 
Usiness paper salesmen help appeal, the illustration depicts a 
We know that a greater use of TELL, ALL. copy principles | father engaged in taking a snapshot 
|of his baby son, the entire scene 
| pictured against the background of 
la refrigerator. 
| The caption, “The truth about to- 
| day’s refrigerators,” sets the pattern 
| for the following copy which begins, 
|*No matter what reliable make of 
them for suggestions. electric refrigerator you choose 
today, you'll get more value for 
/ 'your dollars than ever before,” and 
You ve never seen THESE two before! | continues, “For today’s good elec- 
NEW: “How | Hamstrung My Advertising Agency” | ‘ical retrigerators are as Sine an 
| example of mechanical perfection 
jas human ingenuity, skill, science 
manager who, after two vears of inadvert- land experience have produced.” 
In presenting the story of its own 
product, G-E explains that “maybe 
; 'we build the G-E refrigerator so 
get a real money's worth from their copy- | well because we have had a lot of 
writing skill. It tells how, through “a sim- | experience as the largest builder 
ple, common-sense arrangement with his ‘of electrical conveniences.” 
Planned to continue throughout 
|'the year, copy is appearing in full 
|color pages and in black and white 
pr magazines and in the color roto- 
| gravure sections of the newspaper 


business: that it will be profitable to let you apply them to 


will make more business paper advertisers better satistied 
customers; hence, not so hard to sell. Uhe publishers, edi- 
tors, and salesmen of A.B.P. papers are anxious to work 
with you to get more of the selling into your advertising 
that must be in it if you're to get more sales out of it. Ask 


This is the confession of an advertising 


ently thwarting the very purpose for which 


he had hired the agency, found out how to 


agency, he made his company’s advertising 
more produc tive and his own department 
more important to his company 


This booklet is free to anvone imterested 


in getting a bigger return from his business |list. Maxon, Inc., directs the ac- 
paper advertising investment count, 
NEW: “Mr. President: Meet Your Advertising Manager” Curtis Elects Hibbs, 
Without a tull appreciation of the kind of Reports Earnings Up 


sales results to expect from the advertising Ben Hibbs, editor of Country 
| Gentleman, was elected a director 
of the Curtis Publishing Company, 
succeeding Philip S. Rose, resigned, 
at the company’s annual meeting in 
Philadelphia. 

The question of accepting liquor 
advertisements in The Saturday 
Evening Post was brought up by 
|Lewis Gilbert, New York, and 
James Fuller, Hartford, Conn., who 
advocated the step, but Walter D. 
Fuller, president, said “We believe 


manager, no business management can yet 
the maximum return on its business paper 
advertising investment. This booklet is a 
brief talk — in the nature of a private con- 
sultation —on the sort of a man the ad- 
vertising manager is; what he is really 


worth; how to get the most out of him. It 


is written to and for Management. It con- 


tains thoroughly practical suggestions for 


; ‘P oO Olicy of not carryi i ads 
putting your advertising and sales promo boy's py A he pty Mae bes eg 

« « . © on 
tion operation on almost as exact a basis as your production |ings for the first quarter of 1941 
department. Available at no cost to anyone interested in improv- had run ahead of last year’s figures. 


ing the effectiveness of his advertising in business papers. 


THIRTY YEARS OLD: “Intensive Advertising” by John F. Kennedy; 
a fascinating monograph that deals with the practical application 
of TELL. ALL principles. 

Over 8,000 copies have been requested since A.B.P. first otlered 
this aid to better advertising last summer. It's free, and you'd 
better ask for yours now while we still have some 
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| When you use the 


MIDWEST 
FARM PAPERS 


cade 
. 


Compony 
in . ... you get almost TWICE the farm 
we — , coverage of the average National 
City ond BONS farm paper in the Midwest, and at al- 
most TWICE the subscription price. f 
@ Prairie Farmer @ Nebraska Farmer : 


@ Wallaces’ Farmer & town Homestead 
@ Wisconsin Agriculturist & Farmer 
@ The Farmer, St. Paul 


ee E 
Ri 
a al 
5 tN 
Re ia y 
. pe a 
‘3 ie y 
oi idle 
efi" 
pet . 
; Ean 
a, — 
- OO TO -  —- SS —— —  ——->S— SX SEO r- OO 
x ‘ : es eres aoe 5 
ad a es ie ESS ee: te ON ne ee ; i 
oe, - Pe a “ Ry Be ” ce A bal ‘ ae aH "Gadel FP x ‘s ae : 
* 4 hy ke aS: ee as eee eA PP Tiida a we a 
a. oo eS gi ES Re Sie ee peg) Pee es ae yea 
me ENS Scag iy teal 2 PED opie te eae i oe 
‘ a . Ree at: a een tS Va eae: <. sepek eee a 
Sag Rae ee co, hae. oS ea ge kee | ee 
x &i i . i ees eo” oe ae ae. i be + nace * Y Yi 
hie =: Po Ee “3 . is ye! SD oe BS = - eS et eR, sae Papa i - 
ve pa Se Py a Sie pital 5 CL a : : 
re = oo. a) 
7 é f 2a ie ae 
a , 3 See ae se 
. —— ig ae SE ae ae Fat a Bo ye seth. ¢ : im 
—— SE ae con (ea Sane S| a eS eee - 
‘' a. se ‘ wae the P . a ‘ a ~ a * E 
t r : moe / - 5 i - i as Sr Zz oa 
: * oe ee m aa “ q 
i : a Se i, i na 
¥, A “ RF f = 
F 5 oe “a <a s "aye Efe RS it : 
” . a es be ae! Pee ee Ap 4 
a % ire eos PR oS age ag Mee Te Tig as ST Te gin “— es: 
ee os a SRE TR aa ae Rate ew ee % es * ee 
a haa ee Tea ee eet Ek - ee a a 
— ee ae eg a 
oan = y ee te. « Pn: Seen ere Veeaee 7 - ae 
7 nt ees a ty Fo ted ae he. The. Ste: Me au 
‘. a “Sy, Tale te eRe, Sec at: Ba ale 73 ve f _ a et 
a ie t fF See oy ar . ee PR at ip ea 
OCR eee ree iets 
bale ol a Le a eee i in oll xy ee 7 — 
2 ge aie 
ee . 5564. 
ii tn 
\ 7 leh Mc 
\ uy out 
os 
ip ie 
Tae 4 
ae e 
* ‘ as 
a 
re 7” “- 
: st 
Ca Sal 
. ia 
len a 
ia 
1 Le - 
mia? ae 
Ow Da a 
res t Eos 
a 
eee 
Ta 
% 
ee a °° oo = 
PS oe 
4 
ear 10 4 : 
keet ¥. . s 
then " 
. Hy oF 
ef ale asl — 
(A. ’ 
4 iy : * ~*~ , - JA, SF N R, 
r | ; a ie ee ee fe. a : td 
oom i ‘ iis BAe ¥y . 
Yun, “72 - S a f $ zy 
; | y 
i , ' e ar 3 ee = 
! YC., CAledonia 5-4755 
i ee : sl 7 “ . pest ee ae 
i a" : Ae a ee eye 3 
———————<- eal 
* ee ; ' : ] HE 
cy Meet ps om a : ieee a BOS ae ee a ees sits o 2 tiga era e RMT .. oo TW es Seeoen sc Sia Rae ate ‘\ 
ae Aa wiht h. Cat, & ges 5 >. ee fen. peel gf eee ieee: iene Ra tao bak o3 Sar Fs is ieee Nee eee ven ie Ph ache tr | eae. iy 
~< se 28 Lae 2 i. ae pace Fo s are > “Tea! . oe “SR, = ; i ea Lars : ee ig % i. ie: i 2 yg ee ‘ = - hed hee ; . di os . a a me 4 Se Tee \ . 
mei Ge ae eee fe 3 i): i 7 Ba > iP as Dep aga a 6a | Seer Bo iin Bp nt tc hae t eer” ic igs tit Ae pape ee PAL ek : ae Te: : 
io ae cee S.A ht ie ot taded ores pig’ : = ie ATR toe yy oa Fae oe ae hia : oe we bs el a 7 ieee We = ae ie 2 
DR Lah dk a oe ae eh ic egg ae ee Tadhg Ae ee are ve ‘ : i ; ye : t= ce: ; £ 4 
ae me “Se a ee x e5c% Pau iy ee Mie weer. tat. ae ah ee ee rh P apedt xv e™ eS a oe ope 


Lake 


el 


12 


ADVERTISING AGE 


April 28, 194) 


4 Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 
Trade Mark Registered in U. S. Patent Office 
Entire Contents Copyright, 1941, by Advertising Publications, Inc. 
ISSUED EVERY MONDAY BY ADVERTISING PUBLICATIONS, INC. 


Publication Office, 100 E. Ohio St., Chicago it Tel. Del. 1337 
New York Office, 330 W. 42nd St. Tel. BRyant 9-6432 
G. D. CRAIN, JR., President and Publisher 


S. R. BERNSTEIN, Editor; IRWIN ROBINSON, Managing Editor; MURRAY E. CRAIN, 
A. P. MILLS, FRANK HICKS, RALPH O. McGRAW, E. C. HALL and J. CORTADA, 


Associate Editors 
Correspondents in All Principal Cities 


Advertising Department 

NEW YORK: M. D. Hicks, Eastern Advertising Manager; E. F. Thayer, Philip W. 

Murphy. CHICAGO: O. L. Bruns, Western Advertising Manager; J. C. Gafford. 

SAN FRANCISCO: Simpson-Reilly, Ltd., Russ Bldg., Walter S. Reilly, Manager. 

LOS ANGELES: Simpson-Reilly, Ltd., Garfield Bldg., N. F. Loundagin, Manager. 
ATLANTA: B. Frank Cook, Walton Bldg. 


ARTHUR MURRAY COPY PROVES ITS POTENCY 


MEMBER 
Audit Bureau of Circulations, Associated Business Papers, Inc., National Publishers 
Association, Advertising Federation of America 


12, No. 17 


Vol. 


April 28, 1941 


Newspaper-Owned Radio 


The inquiry of the Federal Com-|service by radio stations affiliated 


munications Commission into news- 
paper ownership of radio stations 
has raised a question of great in- 
terest both to advertisers and the 
public. Newspaper publishers with 
broadcasting prepar- 
ing to present their case fully and 
exhaustively, and to undertake to 
demonstrate that their operation of 
radio facilities is definitely in 
public interest. 

Discussions have developed some 


interests are 


phases of the problem which may | 


invite changes in practice to the ex- 
tent of eliminating patent 
due to joint control of newspaper 
and facilities. 


abuses 


broadcasting Com- 
bination rates, exploitation of the 
publication’s own station to the 


elimination of others, and 


the | 


10 Cents a Copy, $2 a Year 


—Collier’s 


"The board of directors decided you must learn to rumba, Captain, if you're to 
handle a Southern cruise." 


pan pechalentrageelh If they play the Cute Stuff 
part properly assigned to them in 
supplying the sort of program ma- 
terial the public wants and expects, 
then it may be contended with logic 


| The series of small-space news- 
paper advertisements which Ana- 
conda Sales Company is running 
this spring in Montana and Kansas 


that these stations have demon- newspapers for its fertilizer are 
strated that they have a kind of good, despite the fact that maybe 
management which has fully justi- 
| fied itself ~ wil dof 

It may be conceded that mo- JN 
;nopoly of the channels of com- | hr l 
munication in a community is not} — ¢ game 


similar | 


practices which work to the com-| 


petitive disadvantage of independ- 
ent stations are among the practices 
which are likely to be eliminated. 
Probably voluntary action 
these will be taken 
action by the Commission. 


along 


lines without 


As far as the final adjudication of | 


the question is concerned, the only 
basis on which a decision can prop- 
erly be made is a determination of 
what is in the public interest. Thus 
the record of which 


stations are 


} 


operated under the same auspices as | 
those sponsoring newspapers must} 
be used to determine how well these | 


stations have fulfilled their mission 
of serving the public, which is the 
primary purpose for which they 
were established. 


to the advantage of the public. | P 
Thus if a newspaper or combina- | 
tion of newspapers is under the 


control radio facilities of con- 
siderable importance, the contention | 


might be raised that this represents | 
On 


same ownership, and the same own- 
ers 


effective monopoly the other | 

hand, radio stations are widely dis- | they won't win any prizes in a com- 

tributed, and there is no community | petition. Like the one shown here, 

of major importance that we know |they all make use of a cheerful 

of which lacks competitive broad- | ¢@terpillar, and they get their story 

casting over quickly, cheerfully and withal 
With convincingly. Personally, we're all 

for the simple stuff, as long as its 
this ; 
not simpleton. 


facilities 
the 
condition 


advent of FM stations 
will be still further 
More stations will be 
and listeners will have | Quiz Educates Employes 
sources of news, National Life Insurance 
comment and other information. It|Company of Ft. Wayne, Ind., has 
seems impossible that there should | developed a painless, pleasant 
be any effective control of radio |™method for educating its employes 
communication with the public about all phases of its business. 
: . a ekien Each month a set of questions about 
through monopoly of facilities. ; ; : cages 
Tt the d ' € the subi the business, with their answers, is 
. ee eee pox the subject distributed to each employe. After 
of newspaper ownership of radio | the employes have had a chance to 
simmers down, it seems to us, to the | study them, the names of ten em- 


emphasized. 
on the air, 


access to more Lincoln 


simple question of how well radio| ployes are drawn from the rolls 
stations of this type have been op-|and they are asked to report to a 
erated. The answer to that can be|@uiz committee. Each then gets 


From this standpoint, we believe | 


that these stations can make an ex- 
cellent case. There are many out- 
standing examples of exceptional 


Looking Ahead to Peace <0 


With the energies of the people 
and the productive facilities of in- 
dustry geared to defense and prep- 
aration for war, this may not seem 
to be the time to consider 
of peace, regardless of how much 


an era 


i given in 


such a period is to be desired by | 


a world torn by conflict and stead- 
ily widening the area of combat. 
But aside from natural personal de- 
sires for an end to war, preparation 
for peace remains a busi- 
ness problem. 

The depression lasted as long as 
it did because we had not mastered 
the technique of building new and 
worth-while activities which would 
not merely create employment but 
improve living standards. Yet the 
present industrial expansion has 
been developed by an emergency 
which will not in any important 


serious 


| 


one question to answer and those 
giving the right answers are re- 
warded with a cash prize. 

There is no advance notice of 
when the monthly quiz will be held, 


general terms, but even 
more convincingly in the record of 


service of individual stations. 


that all employes must study 

| their quiz sheets promptly to be 

way help to meet the depression | SUT°. that they will be prepared. 

4 : Participation in the contest is not 

which may follow the end of the compulsory, but Fred L. Fisher, ad- 

war. We must be searching noW | vertising manager, tells us that re- 

for the tools with which to build |fusals to participate are rare in- 
prosperity without the aid of a syn- | deed. 

thetic boom such as the present. The plan has been particularly | 

The answer is to be found pri- | effective in disseminating better 


marily in the research laboratories |U"derstanding of the jobs done by 


Ad-libbing 


cinnati, the James Whitcomb Riley. 
It’s all very swell and exciting, but 
one thing in it reminds us of one 
of our long-standing pet peeves 
which we wish the railroads would 
do something about. That is NYC’s 
proud announcement that on the 
James Whitcomb Riley “no longer 


is it necessary to walk to the smok- | 


ing car. It’s right in your own car, 
and there’s plenty of room to shave 
and change if you wish.” 

Now, that’s a concession, we'll ad- 


mit; but it still puts all of us smok- | 


ers in the position of having to 
make a special job of getting a 
smoke—something that we 
normally do at all. And while there 
may be some sense in having re- 
strictions against smoking in an all- 
coach train like the 
comb Riley, we’ve never been able 
to see any reason for not permitting 
smoking in open Pullman cars, es- 
pecially since it’s rare indeed these 
days when a Pullman section is oc- 
cupied by people who are strangers 
to each other. 


Jottings 


The irrepressible Steve Hannagan | 


has sent us a message rolled up in 
|}one of the new Duraglas containers, 
|but inasmuch as we have already 
|put dents in most of the office fur- 
niture and fixtures in 


;we’re afraid that the contents of 
Steve’s message will have to remain 
|forever sealed from us. . . 

The Salt Lake Tribune and Tele- 
gram have worked out a program 
for encouraging educational tours 
|to Salt Lake City for grade and high 


area, during which scenic, historical 
and industrial sights are viewed. 
|The newspapers handle all details, 
;conduct the groups, and in addition 
| sponsor an essay contest on “High- 


lights of My Trip to Salt Lake 
Le Aan 
“The Cradle Car Caller,” little 


‘house organ of the Cradle Car Serv- 
ice, St. Louis, strikes us as a good 
example of how a house organ can 
be bright and sparkling and inter- 
esting without costing very much. .. 


time with some more of those amaz- 
ing fashion colors that never fail 


James Whit- | 


an effort to | 
|get the cap off—all to no avail—| 


|school students in the intermountain 


It’s Saks Fifth Avenue again, this | jssyed this file folder of fact 


Information 
for 
Advertisers 


The following documents may pe 
|secured without charge from 


| panies sponsoring them, or th oh 
ADVERTISING AGE, by any nationa) 
advertiser or advertising axeney 
executive writing on his busines. 


letterhead. 


No. 1796. Buy the Pro-fect Cover. 
age of the Journal. 


Pro-fect means proved effective 
the Kansas City Journal ex» \ains 
in this new folder-full Of market 
data whose file tab is designateg 
Kansas City Up-to-Date. The ma- 


terial contains a description of the 
Journal’s controlled circulation 
and how it stood up in a fou 
department store test, with a: 
of linage and results. Included is 4 
coverage map, market data an 
‘amples of merchandising coopera. 
| tion. 


No. 1797. Editorial and .Circulation 
Analysis. 

While it has some circulation jin 
every state, 97 per cent of Holland's 
circulation is concentrated in 15 
Southern states, this new study 
shows. The analysis tabulates popu- 
lation and circulation in all cities 
and towns above 500 population, 
and shows how Holland’s editorial] 
;}content is geared to fit the South- 
ern climate, social customs and eco- 
|nomic conditions. 


No. 1798. Grocery Advertising Rec- 

ord in Chicago Newspaper 
| The Chicago Daily News 
issued this account-by-account an- 
alysis of grocery advertising in Chi- 
cago newspapers during 1940. The 


nas 


|study covers retail, general and 
total advertising in the grocery 
classification. 


don’t | 


No. 1799. Ahrens Survey of Drink- 
ing Habits in Top Rated Hotels 
and Restaurants. 

Ahrens Publishing Company 
|issued this report of its sixth an- 
nual survey of drinking habits of 
|patrons of top flight hotels and 
restaurants. It indicates the trend 
in the type of drinks purchased, and 
tabulates brand preferences in the 
various liquor classifications 


nas 


No. 1773. The Passing of the One 
Night Stand. 

The principle of turnover ratio in 
radio is the subject of this brochure, 
in which Columbia Broadcasting 
System defines this new approach 
to audience measurement and dis- 
|cusses some of the findings on radio 
turnover, summarized from several 
different investigators. Charts and 


\text show the one-time audience 
versus turnover audience for sev- 
‘eral programs. 
|No. 1780. Ohio Liquor Sales 

The Cleveland Press has issued 


\its sixth annual analysis of Ohio 
‘liquor sales, providing a complete 
picture for 1940. Issued in two 
sections packed with maps, tables 
and charts, the study covers dollar 


sales by county and district, as well 

|as gallon sales by type, wit!) staté 

totals, and wholesale, reta!! and 

total sales of individual brands >) 
type, district and for the stat: 

No. 1734. 1941 Media Data Files 

Industrial Equipment News bas 

4] in- 

formation showing how t reach 

en in 


more than 53,000 operating 


of the industries of America. plus | ¢mPloyes, and the basic principles to intrigue our male sensibilities: the general industrial mark« 
the werk of marketing and sdvere of the business in which they are | “Toinette a cork-tip neutral; 4 al 
xP ; engaged. Due to its entertainment | Josette . . . a gigolo-tan bronze;|No. 1781. Stars for Advert:se’ 
|tising executives who apply the | features, it has captured the inter- | Nanette . . . a red-spaniel beige: | Steer By. 
same type of research to a study of | est of younger people not ordinarily | Lisette .. . a Ceylon-tea beige; Gen- | Two important stars are © rcula- 
the possibilities of new products and | interested in general educational |ette ... a pressed rose-leaf beige;|tion and readership, and the! 
their application to the needs of the | material. Fleurette ... a fuchsia beige.” brightness as far as the Say Fra’ 
people and of business in the future. We've been having a lot of fun|cisco Examiner is  conct d 
That is why, without trying to What About Smokers? monkeying with the clever “Travel- | brought out in this new | hur 
determine how long the war and the Instead of doing whatever it is ator” sent us by United Air Lines. | Bound into it is the report ‘ = 
defense emergency will last, we we should have been doing this It's one of those slotted things by | Federal Research Corporat Lori 
Cara ; ; afternoon, we've been wandering | means of which it becomes an in-|yey made among Northern *” 
should be prepering now for the through a_ collection of printed | teresting adventure to find out com- | fornia banking, bond and | rage 
years of peace which, no matter how | pieces, among them an attractive| parative air and rail passenger |executives, which shows t!' 89.9 
welcome, will bring their own eco- | folder announcing a new NYC |rates, total time saved by flying,|per cent of this group © - 


nomic problems streamliner from Chicago to Cin- 


Am . 
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| Examiner’s financial writer 
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LOCAL TIE-UP 


Promotion for Jackson Breaking in the May 3 issue of following insertions in the series 


Wes 
| William E. | Contents of Cans The Saturday Evening Post, the copy first attempts to sell the prod- 


Jackson, for the @@ campaign will also mark an in- uct, in this case commercially pre- 


past four years e crease in Continental’s magazine pared baby food, and then goes into 
| sales manager of Sub ect of New advertising, confined in recent years the advantages of the product when 
Station KDKA, J to summer promotion of beer in| sold in cans. 

Pittsburgh, has 
been named gen- 
}eral sales man- 
|ager of Westing- 
house Radio 
Stations, Inc., 
Philadelphia. He 


succeeds Griffith 


cans. With initial copy devoted to | One sentence reads, “In just the 
. baby food, full-page, four-color | last five years, the number of ba- 
on inen a opy copy will appear in the Post every |bies fed commercially prepared 
three weeks. Such items as paint,| baby foods has doubled,” followed 
insecticides, motor oils and fruits|by, “You've probably noticed that 

All Types of Canned {\". 


and vegetables in addition to many | most baby food manufacturers pro- 


Products to Get Plug others will be covered. tect their products in cans.” Stand- 


B. Thompson, re- ° N Cc . Previous can content promotion | ing out from the body of the copy 
en | JFE. +) signed. in ew ampaign by Continental has been limited to|is the sentence, “The best of baby 
eh reece ene, Ceenecn Sone Mr. Jackson W. E. Jackson ; ; motor oils, food and beer. Begin-|f s come ans.” > Ck aigr 

4g will supervise New York, April 24.—Going to ™ g foods come in cans.” The campaign 


; , ning in 1934, the company estab | will continue indefinitely in the 
_ sales of Stations KDKA, Pittsburgh; bat in a big way for its customers lished itself as the pioneer adver- | Post. a 
The blank space in this 100-line adver- ae) Bag menor bg Magee products, Continental Can Company tiser of motor oils in cans and later} Continental's promotion of Cap- 
fisement is provided for the insertion wowo d WGL, Ft aa Ind. will launch a campaign next month | ysed the slogan, “health and fresh-| Sealed cans for beer will continue 
of news about a forthcoming local sports on -ee Wao, ae. designed to increase the sales of ness come in cans” to promote] until October in Collier's. Liberty 
event. by stimulating consumer de- canned foods. Promotion of beer is|and Life. Batten, Barton, Durstine 


Kimball to Coon penne 


_— . mand for their contents. A long- a seasonal effort. & Osborn is the agency. 
Miller Brewing Edward L. Kimball, president and term, constructive effort to sell the Initial copy, breaking at the cememnceennenen 
. Shoe Company, Rochester, N.Y, Public on the advantages of buying height of National Baby Week. is|"Newsweek” Adds McKee 
Copy Tied to has been made general sales mana- canned products, the campaign is| headed “Say! How long — you Bailus P. McKee, with The Amer- 
ger of W. B. Coon Company, maker the first to run the complete gamut last tasted baby food” accompanied ican Weekly for nine years, has 
Local News of footwear for women, in the same Of industries which offer canned by an illustration of a child in aljoined the Cleveland advertising 
Milwaukee, April 23.—By tying city. goods. high chair. Setting the pattern for | staff of Newsweek. 


up a detailed announcement of 
some coming event of local interest 
with its featured slogan, “Enjoy 
Life with Miller High Life,” the 
Miller Brewing Company is making 
100-line newspaper advertisements 
pay double dividends in reader in- | 
terest and consumer good will. 
In the agency’s instructions to | 
publishers regarding the blank 
space left for the news announce- 
ment the order is to “secure infor- | 
mation concerning outstanding en- | 
: tertainment or sporting events to 
take place in your town on the 
nearest day after scheduled inser- 
tion date of this advertisement. Be 
sure to include the name of the 
event, where taking place (give 


2 SPEAKs 


iP = 
ACH year Arizona business re- fh ‘ 
ceives ove# '$71,000,000.00 from a *) 
seasonal visitors, KTAR will t ur ie 
sales to this — my | Lec 
specific address) and the exact 


wii iggae ys 
starting time. Insert this informa- ‘ 7 ME; # y 
tion at the top of the advertisement a ee oO besos of 
in the space provided.” 
Copy is running currently in Chi- 
cago and Milwaukee newspapers 


. and schedules are being made up 
, for a number of other Midwest pa- 
A pers. H. C. Mulberger, Inc., Mil- 
waukee, is the agency. 
ls ‘ 
Fail to Amend N. Y. 
1s Fair Trade Law 
I- Two bills seeking to amend the 
of Feld-Crawford fair trade act, which 
id opponents claimed would weaken 
id it, failed to reach a vote in the New 
id York legislature prior to adjourn- 
y ment 
The Suitor bill was killed in the 
Assembly judiciary committee, and 
; the Pack bill, twice amended, did 
ne not emerge from the Senate’s gen- 
eral laws committee. Druggists 
in campaigned strongly against both 
e, measures. A loss leader bill was 
ng reported out of committee in the 
ch Senate, but was not voted upon. 
ge The senate killed an assembly- 
‘io ipproved bill which would have 
ae prohibited all price advertising of 
a alcoholic beverages in the Empire 
na state 
ce 


. Moves Studio 


Maurice Lynn has moved his ad- 
vertising art studio from 56 W. 45th 


ed street to 424 Madison avenue, New 
si York 
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April 28, 194) 


Advertising Turns 
fo Politics and 
Elects a Mayor 


St. Louis Upset Follows 
Experience Garnered 


Last Fall 


St. Louis, April 23.—Unconscious 
tribute to advertising and to the 
business principles behind advertis- 
ing and marketing, has been paid 
by the defeated candidate for the 
St. Louis mayoralty, who attributed 
his defeat in part to the effective 
use against him of the same prin- 
ciples used in commercial adver- 
tising. 

Mayor Bernard F. Dickmann, 
who lost by more than 35,000 votes 
in the city mayoralty election April 


|1, has just given his reasons for 
the surprising defeat he suffered 
when he ran for his third term as 
the Democratic candidate. His vic- 
torious opponent was William Dee 
Becker, Republican, former judge 
of the St. Louis court of appeals. 

As quoted in St. Louis news- 
papers, Mr. Dickmann laid his 
defeat to the “Willkie Republicans” 
in St. Louis—mostly business and 
advertising men. While new to 
politics, these men made the dis- 
covery that business and advertis- 
ing methods, when applied to poli- 
tics, were productive of results. 
The political experience they gained 
in the campaign last fall was used 
with telling effect in the spring city 
campaign. 


Worked Out “Missouri Plan” 


The group to which the defeated 
mayor referred was the one which 
received national political attention 
last fall when it developed and car- 
ried out the “Missouri Plan” of 
political advertising and promotion, 
which was adopted in many other 


he 
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n you 
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The greatest selling POWER in the South’s greatest city 


WATTS 


—— 


PRACTICE MAKES PERFECT, EVEN IN POLITICS 


This poster, used in the recent mayoralty campaign in St. Louis, is an interesting 
originally used in the Missouri presidential campaign, when it said in red, "Smash 
The addition of "Now," the replacement of "Missouri with ‘St. Louis" and the c 
Becker,"’ made an effective mayoralty poster, not the least important item of which 

with last November's presidential election. 


specimen of re-use of material. It was 
boss rule in Missouri—vote Republican.” 
hange in the bottom line to "Vote for 
was the continuity which it maintained 


states during the later stages of the |committee with a Democratic ma- 
campaign for Willkie. These men, | jority would have opened only those 
who had no personal political ambi- | ballot boxes which it selected. 
tions, declared themselves in the The Missouri state supreme court 
fight only because of their belief in| threw out the investigation scheme, 
political principles. which also had been vetoed by 
This group, which included Edgar | Governor Lloyd C. Stark, Demo- 
M. Queeny, president of the Mon-j|crat, but a foe of machines. 


|the same 


pad a. he iz f 
be: bs. tad hale Pa 
aS r 


santo Chemical Company; James W. | Throughout the affair, the charge 
| Irwin, assistant to the president of | was made that the St. Louis Demo- 
headed by | 


company; and several|cratic city machine, 
|other St. Louis business men who | Mayor Dickmann, was back of the 


jhad no previous connection with | scheme because the defeated Demo- | 


politics, met daily during the na-|cratic gubernatorial candidate was 
|tional campaign to plan strategy | the personal choice of Mr. Dick- 
|}and put into effect the Willkie pro- mann and had left his previous 
|gram of outdoor, radio and news- | office as excise commissioner in the 
|paper advertising developed in his | Dickmann administration to make 
'spare time by Sam M. Ballard, copy | the race. Governor Donnell finally 
|director of the Gardner Advertising | was seated after the state supreme 
|Company, St. Louis. Mr. Ballard | court decision. 

| also is account executive on the 

| Monsanto Chemical Company ac- | 
|}count, a Gardner client. 


| 
Carried to the Nation 


Gardner Handles Campaign 


As a result, when the St. Louis 

city campaign began, the Republi- 
cans had an issue and the advertis- 
| Asa result of the “Missouri Plan” | ing campaign for their candidate 
| becoming fully effective in its home | had a theme—‘‘Smash boss rule.” 
state long before the Republican} Personally taking charge of all 
national publicity department had|phases of the advertising effort, 
any material available, Joseph W. | including the radio, Mr. Ballard 
Martin, Jr., national chairman, and |carried through a new ‘Missouri 
other national committee members, | Plan” fashioned on the same pattern 
requested that it be carried tojas the previous state plan—only 
the Republican state committees|this time it was the “St. Louis 
throughout the country. Mr. Irwin! Plan.” 
organized a “flying squadron” of Unlike the national campaign, 
advertising and promotion men to| when all the time of the partici- 
carry the program nation-wide. | pating advertising men was donated 
Within eight days, five men carried |by them, the Gardner Advertising 
the plan into 35 states, traveling |Company was appointed the agency 
by airplane. Mr. Irwin covered the | of the Becker-for-Mayor Commit- 
North Central and Northwest states; | tee and the program was handled 
Mr. Ballard, the Atlantic seaboard; | and produced just as commercial 
A. W. Neally, vice-president of the | advertising accounts are handled in 
Gardner Advertising Company, the | the agency. 
South Central and Southwest states;| Intensive use of radio formed the 
Granville Rutledge of Young & | spearhead of the drive, backed by 
Rubicam, Inc., New York, the East | outdoor posters, newspaper advertis- 
Central states; and James Selvage | ing, and street car cards, plus the 
of Selvage & Smith, New York, the | usual campaign literature, buttons 
Southeast Central states. As a }and windshield stickers. On radio, 
result of their work, many of these |the emphasis was given to fifteen- 
states had the “Missouri Plan” in| minute programs and one-minute 
‘operation during the closing weeks | spots. Only three half-hour periods 
|of the national campaign while the | were used. The fifteen-minute pro- 
Republican national publicity de-| grams were about equally divided 
| partment was still ineffective in | between news-type, dramatic shows, 
| getting a national plan into opera- | and short speeches by Judge Becker 
tion. j}and other leading party figures. 


| 
Gets Poster Continuity 


| In Missouri, the Democratic na- | 
| tional ticket was victorious but by | 
|a narrow margin, compared with its | Unity with the campaign of last 
previous overwhelming vote totals|fall was achieved by adapting to 
of 1936 and 1932. The Republicans, | the city campaign the same outdoor 
however, captured the governorship | design used in the state campaign. 
for their candidate, Forrest C. Don-| The original poster showed a car- 
nell. toon of a “boss,” with the message: 
“Smash Boss Rule in Missouri. Vote 
Republican.” The revised version 
Following the election of Gov-| began with “Now.” and had “Mis- 
}ernor Donnell, the Democratic ma- | souri” crossed out and replaced with 
jority in the state legislature insti- | “St. Louis.” The line at the bottom 
tuted an investigation of his election | was changed to “Elect Becker.” 
which was effective in keeping him| Throughout the campaign, the 
out of office for 44 days after the|theme “Smash Boss Rule” was 
inauguration date. State-wide in- | hammered home in visual and radio 
dignation was aroused because of | advertising while Judge Becker 
the allegedly illegal character of emphasized it in his campaign 
this investigation— as contrasted | speeches. “One of the best breaks 
with a legal contest in which all|of the campaign for us,” according 
ballot boxes of the state could be| to Mr. Ballard, “was the advertising 
opened and all ballots recounted.| theme adopted by the opposition 


Investigation Supplies Slogan 


Under the proposed plan a partisan | When we put out front panel street 


ae 


i 


| . P 
car cards with the message— Now, 


Smash Boss Rule in St. Louis’ —th 
opposition replied with rear pane 
cards declaring, ‘Boss tule 
BUNK!’ To us, this was no rea 


|answer—and the public evidently 


agreed. In our opinion, that one 
car card cost the opposition many 
thousands of votes. People decided 
there must be boss rule in St. Loui 


if the machine could make no reply 
| other than this.” 

The Republican expenditure in the 
campaign is estimated at about hal! 
ithe Democratic expenditure, but a 
greater proportion of the Republi- 
can budget went for advertising 
while most of the Democratic 
money went for the traditional 
ward workers. 

Now that the campaign is over 
and a victory has been won, the 
business men engaged in it are back 
at their regular occupations 
through with politics unless they 
feel it again necessary to step ir 
and fight for the political principles 
in which they believe. 


“Secrets” Boosts 
Guarantee, Rates 


| Secrets, New York, has an- 
nounced that, effective with the 
September issue, it will put throug! 
4 rate increase based on an A.B.C 
guarantee of 375,000 circulation, ar 
increase of 50,000. 

Rates will be boosted from $1.6 
to $1.85 per line but contracts re- 
ceived prior to June 1 will be ac- 
corded the lower rate for a one- 
year period. 


Takes New Post 


| Mrs. Dorothy Draper, well know! 
interior decorator, stylist, lecture 
|/and authoress, has been appointec 
director of Good Housekecping 
studio of architecture building ane 
| furnishing. She will take the pos 
| tion June 1, succeeding Hele! 
| Koues, who has resigned to devol 


|full time to consultation activities 


With Over 52,000... 
Daily Circulation. |.’ 
Sioux City leads every city in 
the state as a wholesale city. 
Ranks eighth in the stock- 
yards industry in the United 
States. : 
1940 it showed the largest 
percentage of gain in livestock 
receipts in the entire packing 
industry. » : 
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General Advertising Representative of The Joarsal 
NOEE, ROTHENBURG & JANN 
New York - Chicago - Detroit - San Francisco 
" eee : 


Owners and Operators of Station KSCJ ' 
Power: 5,000 Day and Night . 
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States Army, discussing procurement 
planning, pointed to the cooperation 


re-elected R. R. Danielson, Metal & 
Thermit Corporation, Carteret, N. 


Goebel Names Carey 


Contest Included Porcelain Enamel 


The Goebel Brewing Company, | 


. . : ; ; * between government and industry, | J., a vice-president; re-elected Wil- 
in Most Extensive Detroit, has appointed Charles E.| Industry Talks contrasting intense preparation for liam Hogenson, Chicago Vitreous 

1 Collier Publishing Company, as defense today with the lack of pre- Enamel Company, treasurer, and 
Palm Beach Drive general sales manager, pany. 2s Defense Needs 


New York, April 22.—With the 
ynexpected advent of warm weather 
turning men’s thoughts to the need 
for lighter clothing, Goodall Com- 
pany swung into the first stretch of 
itt most ambitious national cam- 
paign for Palm Beach and tropical 
worsted suits. Magazine expendi- 
tures will reach $200,000, doubling 
the largest appropriation for this 
medium in previous years, and ex- 
penditures in cooperative newspa- 
per advertising are expected to total 
$500,000. 

An innovation 
prom tion is a 


in this summer’s 
consumer contest, 


peginning May 15 and continuing | 


for three months during which 237 
prizes totaling $3,250 will be 
awarded. The enthusiastic support 
of retail salesmen will be sought 
by awards amounting to $2,250 to 
those whose customers win prizes. 
The salesman whose customer wins 
$1,000, the first prize, will receive 
$500, and other awards will be 
made on the same basis. 


Copy Features Two Lines 

Goodall is currently running an- 
ther contest for boys who submit 
the best designs for the “Plane of 
the Future.’”’ Goodall dealers, who 
jistributed blanks and to whom 
entrants must turn in their draw- 
ngs, are responsible for promoting 


Edwin J. Anderson, who was re- 
cently made president and general 
manager. Paul Romoser, assistant 
sales manager, has been promoted 
to sales promotion manager in 
charge of the company’s expansion 
program. 


Power Grant to WNOX 


The Federal Communications 
Commission has authorized Scripps- 
Howard Radio, Inc., to increase the 
power of Station WNOX, Knoxville, 
to 10,000 watts. The station now 
operates with 5,000 watts daytime, 
/1,000 watts at night. 


French Lick Springs, Ind., April 
21.—Close cooperation between the 
porcelain enameling industry and 
Uncle Sam during crucial national 
defense days, as well as plans for 
future peace-time operations, were 
stressed at the tenth annual conven- 
tion of the Porcelain Enamel Insti- 
tute here last weekend. 

Thomas B. Collins, Washington 
representative for the Institute, in- 
dicated that close contact with the 
federal government was imperative 
for the industry at the present time 
and Col. Philip G. Murphy, United 


paredness in previous wars. 

R. A. Dadisman, manager of the 
development’ division, American 
Rolling Mill Company, urged the 
porcelain enamel makers to pre- 
pare for resumption of peace-time 
operations, and he offered a full 
program for organization of the In- 
stitute to meet industrial problems 
when that time comes. 

Members of the Institute board 
of trustees re-elected P. B. McBride, 
Porcelain Metals 
Louisville, as president; named R. 
H. Turk, Porcelain Metals Corpora- 
tion, Baltimore, vice-president, and 


Corporation, | 


continued C. S. Pearce as managing 
director. 


To Robinson Outdoor 


R. B. Moynihan, formerly with 
General Outdoor Advertising Com- 
pany, Wilkes-Barre, Pa., has been 
appointed manager of Robinson 
Outdoor Advertising Company, Lin- 
coln, Neb. 


Publisher to Move 


Ziff-Davis Publishing Company, 


New York, has transferred its offices 


to 270 Madison 
Fourth avenue. 


avenue, from 381 


the contest. 

Copy for the tropical worsted 
suits, introduced this year, broke 
last week in Esquire and The Satur- 
lay Evening Post to be followed by | 
nsertions in Collier’s, Golf and Life. 
All copy on the schedule features | 


Everytimewe & 
put ourselves & 
up on a pedestal & 
we blush with 


| one of the two lines with accom- | 
g panying mention of the other. Copy | 
aC for the tropical worsted line will | 
al present it as a “new discovery” | 
while Palm Beach promotion, in | 
er addition to featuring the contest, 
ne will play up the advantages of a 
ck complete summer wardrobe. 
IS Cooperative newspaper advertis- 
ey ing for the Palm Beach clothes is 
I ma 50-50 basis, with the exception 
es f advertisements mentioning the 
tropical worsted line for which 
Goodall will pay 55 per cent of the | 
cost. Each dealer has received a | 
“promotional calendar” containing 
complete details of the Goodall 
n- national advertising and suggestions 
he for building sales by tying in with 
7 the magazine promotion and _ holi- | 
- days and sports events. 
Lawrence C. Gumbinner is the | 
6 agency. 
re- ———— 
“ & Rules Out Texas | 
Fruit Ad Bill | 
A proposed law which would | 
make it possible to advertise Texas | 
™ rus fruits through imposition of 
re an excise tax has been declared in- 
ted valid by Atty. Gen. Gerald C.| 
4 Mann. 
ad A similar bill, designed to pro- 
ia mote Texas rice through advertis- | 
Poe AN ALL-TIME HIGH OF 165,053 
ot tonal but has been rewritten and | Te 
ies idan pending before the state leg- a 
Siature. 


a 


+»emore than just 
a radio station -- 


a Baltimore 
institution! 


SOING MUTUAL--OCTOBER 1 


HIGHEST QUARTER IN HISTORY 


During the first quarter of 1941... January, February 


and March, the Star-Times daily average net paid circu- 
lation climbed to 165,053*. An ALL-TIME HIGH for any 
3-month period in Star-Times history. 


HIGHEST 6 MONTHS IN HISTORY 


For the six months ending March 31, 1941, the Star- 
Times daily average net paid circulation reached 
163,885*. ANOTHER ALL-TIME HIGH for any 6-month 


period in history. 


HIGHEST 12 MONTHS IN HISTORY 


For the 12 months ending March 31, 1941, the Star-Times 
daily average net paid circulation reached 161,396**. 


STILL ANOTHER ALL-TIME HIGH for any 12-month 


period in history. 


29TH CONSECUTIVE MONTHLY GAIN 


March was the 29th CONSECUTIVE MONTH in which the 
Star-Times circulation showed an increase over the same 


month of the previous year. 


*As shown in the Publisher's Statement to the Audit Bureau 
of Circulations for the six months ending March 31, 1941. 


** Star-Times records. 


Nationally represented by George A. McDevitt Co. 


ST. LOUIS STAR-TIMES 


Owners and operators of KXOK... NBC Basic Blue 
630 kilocycles...5000 watts day and night 
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Songwriters Sue 
Nets, BMI in New 
Music War Flareup 


New York, April 22.—Legal con- 
troversy stemming from the compe- | 


yesterday when 14 songwriters, all 
but one of whom are ASCAP mem- 
bers, filed a $1,214,500 damage suit 
in supreme court here against the 
National Broadcasting Company, 
Columbia Broadcasting System, 
BMI, and twelve of their officers 
and directors. 

Declaring that they depend 
largely on ASCAP for collection of 
royalties, the songwriters charged 
the defendants with a conspiracy to 
impair their livelihood and destroy 
ASCAP by preventing radio sta- 
tions, hotels and orchestra and band 
leaders from using ASCAP music. 
In violation of the federal anti-trust 
and monopoly laws and licenses is- 
sued by the FCC, the defendants 
have endeavored to “usurp and ac- 
quire complete domination and 
control of the business of song writ- 
ing and musical composition in the 
United States,” the complaint 
charges. 


Conspiracy Charged 


According to the songwriters, the 
defendants in 1938 “among them- 
selves agreed to take various steps 
to prevent radio broadcasting sta- 
tions by threats and intimidation” 
from entering into license contracts 
with ASCAP and also required all 
radio stations of the NBC and CBS 
networks to buy stock of BMI and 
to acquire a blanket license to per- 
form all musical compositions con- | 
trolled by BMI. In accordance with 
their conspiracy, the complaint 
charges, the defendants endeavored 
to destroy the songwriters by com- 
pelling them to sell their composi- 
tions “at low and unfair prices to | 
be fixed and controlled” by the de- | 
fendants. 

All the songwriters are compos- 
ers of tunes that were popular be- 
fore the conflict between ASCAP 
and BMI led to their being ruled 
off the air, according to their at- 
torney. The one non-ASCAP plain- 
tiff was co-author with an ASCAP 
member of a popular tune. 


Gerald C. Gross 
Promoted by FCC 


Gerald C. Gross, formerly engi- | 
neering chief of the international | 
division of the Federal Communica- | 
tions Commission, has been ap- | 
pointed assistant chief engineer and 
chief of the FCC’s broadcast di- 
vision. He succeeds Andrew D. 
Ring, resigned. 

Mr. Gross participated in the for- 
mation of the engineering division 
of the Federal Radio Commission in 


1928, and has represented the gov- | 


ernment at 21 international com- 
munications conferences. His for- 
mer duties have been assumed by 
Philip F. Siling. George P. Adair 
has been promoted to chief assist- 
ant to Mr. Gross. 


Joins Association 


Beverage Industry News, San 
Francisco, has become a member of 
the National Business Papers As- 
sociation. 


CHARTS | 
LETTERS 


RAPID COPY SERVICE CO. 
123 N. WACKER DRIVE 
CHICAGO, ILLINOIS 
Telephone STATE 5977 


L. E. Waterman Company, 
fountain pen manufacturer. 
He was formerly field manager of 
R. C. A. Mfg. Company, Camden, 
of the Midwest 


Bakery Names Baumann 
formerly with 
tition between ASCAP and Broad- | the Quality Bakers of America, has 
cast Music, Inc., for the nation’s | been appointed sales manager of the 
radio music business flared up anew |New England Bakery, Pawtucket, 
R. I., wholesale bakery. 


Hotel Names Burkhart 

Hotel William Penn, Pittsburgh, 
appointed Gene Burkhart 
director of public relations. 


Kernaghan to Waterman James Capt Gets 
Charles S. Kernaghan has been 


Nomination to 


Census Position 


Washington, D. C., April 22.— 
President Roosevelt today nomi- 
nated James C. Capt to be director 
of the Bureau of the Census. If con- 
| firmed by the Senate, he will suc- 
‘ceed William L. Austin, who 
reached retirement age last Janu- 
| ary. 

Mr. Capt has been associated with 


the Census Bureau since 1939. At, 


present, he is one of four assistants 
|to the director. He served as con- 


4s | fidential assistant to Harry Hopkins 


| when the present lend-lease admin- 


istrator was Secretary of Commerce. 
He was in charge of hiring the 120,- 
000 field workers who did the actual 
taking of the 1940 Census. 

Mr. Capt entered government 
service in 1934 with the old Federal 
Emergency Relief Administration, 
having previously served earlier in 
the depression with the Texas Re- 
lief Commission. His association 
with Mr. Hopkins continued through 
periods with the Rural Resettlement 
Administration and Works Progress 
Administration. 

Before getting into relief work he 
operated a Texas creamery which 
failed in the depression. He served 
overseas during the last’ war, 


jemerging as Capt. Capt, and en- 


tered the railroad business upon re- 


|turning from war service. He is a 


graduate of Baylor University, 
will be 53 in June. 

Since Mr. Austin’s enforced re. 
tirement in January, Dr. Verg); p 
Reed, assistant director, has 


ind 


‘acting director of the Census By. 


reau. In view of that fact and + 
presence of a number of 
higher ranking Census officials yy, 
Capt’s nomination came as 4 sy. 
prise. Some opposition to confirma. 
tion may develop in the Senat, 


Taylor Elected V. P. 


Irving Taylor, president of \ery. 
chants Chemical Company, Ney 
York, has been elected vice-pregj- 
dent in charge of sales of the \Jjich. 
igan Alkali Company, Detroit, man. 
ufacturer of heavy chemicals. Hig 
headquarters will be in New York 


America’s first three 
Ask a representative \) 


the Group can help you wigs 
today’s increased buyin i 
Chicago and Philadelphia 
up surplus coverage in lay 


New yorn suse! 


MAGNETIC, MAGNIFICENT NED 


Powered to cash in on today’s bigger None delivers with such 
opportunities in America’s supermarkets, drama and tested effectiy,, 
the First 3 Markets Group delivers 82% roto in the locally edited » 
coverage of New York’s families, 73% of of America’s first thre 
Chicago’s, 74% of Philadelphia’s. 
No magazine or magazine supplement 
packs in such crowds, week after week, in 
these big cities which buy as much at 
retail as the next 15 cities combined or 
the subsequent 58 combined. 
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Market Pal Razor 
Blades in New Box 


Pal razor blades are being mar- 
xeted m new packages of 10 flat 
plades which are dispensed, one 
plade et a time, by the slide of a 
anger. A rubber band device forms 
‘he inside “packing” of the box, and 


, space at the bottom of the pack- 
we takes care of used blades. 

“Al Paul Lefton Company, Phila- 
jelphia, is the agency. 


Compton Handles Duz 


In the April 14 issue of ApvErR- 
risING AGE it was erroneously stated 
that Blackett-Sample-Hummert di- 
rects advertising of Procter & 
Gamble Company’s Duz. Duz pro- 
motion is handled by Compton Ad- 
ertising. 


the 1941 edition of The Film Daily | 


Film Companies 
Spent 80 Millions 
on Copy for 1940 


New York, April 22.—In spite of 
drastic economies effected in many 
phases of motion picture production 
during 1940, the industry’s adver- | 
tising investment throughout the | 
United States last year again hit! 
the $80,000,000 mark, according to 


Year Book of Motion Pictures. An 
additional $30,000,000 was invested 


/outside the United States, in Latin | 


America and the British Empire. 
Total expenditure in American 
newspapers and magazines was 


‘direct mail campaigns. 


$66,000,000, with about 65 per cent | 


of this amount going to newspapers. 
Eight million dollars went for out- 
door advertising, while $6,000,000 
was allocated for accessories and 
It is esti- 
mated that the world film industry 
expenditure for advertising in 1940 
was $185,000,000. 

While American film advertising 
was halted in 14 countries and 
materially curtailed in 13 others. 
this loss was compensated by 
greater expenditures in remaining 
countries. 


Excel Metal to Tyson 
Excel Metal Cabinet Company, 


New York, has appointed O. S. Ty- 


Club Awards Honors 

The Women’s Advertising Club of 
St. Louis has awarded scholarships 
to Carroll Cartwright, sales promo- 
tion department, Standard Oil Com- 
pany, and Helen Bandy, junior high 
school science teacher, as winners in 
its “Careers in Advertising” course 
sponsored at Washington Univer- 
sity. Awards were made at the an- 
nual scholarship dinner held re- 
cently. 


National Advances Gill 
Donald G. Gill has been ap- 
pointed manager of all advertising 
}and sales promotion activities of 
| National Refining Company, Cleve- 
land. Mr. Gill, who joined National 
last year, was previously in the ad- 


son & Co., New York, as advertising| vertising department of Procter & 


agent. 


| Gamble Company, Cincinnati. 
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(AGO SUNDAY TRIBUNE © PHILADELPHIA SUNDAY INQUIRER 


220, EAST 42nd ST. NEW YORK CITY, MURRAY HILL 2.5055 
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F.C. HUYCK « SONS 


KENWOOD Frits - 


eed 


ALBANY. N.Y. 


There's been an epidemic of Chinese 
advertisements but this one, created by 
G. Lynn Sumner Company, New York. 
for Kenwood felts, ranks as one of the 
most novel. The Chinese scholar could 
describe the felts only by listing their 
qualities, in the characters along the 
right side of the ad. It is to appear in 
| business papers this month and during 
May 


‘Who's Who on 
the Air’ Planned 
for Radio Pages 


New York, April 23.—A new de- 
vice for merchandising radio pro- 
| grams through newspaper advertis- 
jing will be introduced by Who's 
| Who on the Air, Inc. The company 
headed by Fred Barnard, for- 
|}merly national sales manager of 
'Street Railways Advertising Com- 
| pany, who will serve as representa- 
|tive of newspapers carrying the 
|feature. Offices are at 1270 Sixth 
| avenue. 

Plans call for the grouping of 32- 
\line advertisements, under a mast- 
head “Who’s Who on the Air To- 
feature the radio 


} 1S 


day,” as a on ' 
page of newspapers in various 
|cities. Lever Brothers Company is 


|said to have already signed up for 
| space in 21 cities on behalf of sev- 
eral of its programs. 

Two horizontal strips, each con- 
taining five 32-line advertisements 
in slightly less than column-width 
size, will appear under the three- 
column masthead. Each advertise- 
ment will contain, in addition to 
lthe station and time of broadcast, 
the name of the sponsoring prod- 
uct, name of the show, names and 
pictures of the show’s stars, a re- 
| production of the package and the 
product’s slogan. Advertising rate 
will equal the cost of 32 lines of 
national run-of-paper space in those 
newspapers the advertiser wishes 
to use. Donahue & Coe is direct- 
ing the account. 


Traffic Office to Memphis 

Chicago and Southern Air Lines 
has located its general traffic office 
in Memphis, Suite 2112, Sterick 
bldg., which is headquarters for D. 
D. Walker, vice-president and gen- 
eral sales manager; R. L. Heininger, 
assistant general sales manager, and 
George E. Bounds, publicity and 
advertising director. 


‘Holds Annual Dance 

The Advertisers Club of Cincin- 
|nati held its annual spring dinner- 
|dance April 25, at the Lookout 
House, Ft. Mitchel, Ky. James 
Powe advertising manager, H. & S. 


Pogue Company, was general chair- 
man of the affair. 


COLOR RESEARCH 


Delving for facts dnd data 
concerning color and its in- 
fluence is mighty interesting 
work, but what good is it un- 
less used? It doesn't cost you 
anything to consult ‘us on 
your color problems. » » » 
TING INK CO. 
Al PRINTING INK CORP 
ENUE, NEW YORK 

Tl PHILADELPHIA 
BALTIMORE CAMBRIDGE 
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ADVERTISING AGE 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Oh, Well, Pick Your Own 


To the Editor: Shame on Copy 
Cub! He has Washington throwing 
a dollar across the Delaware, and 
while there’s some dispute as to! 
whether Washington threw that! 
dollar across the Potomac or the | 
Rappahannock, it certainly wasn’t | 
the Delaware! 

Louts F. CAHN, 

President, Cahn, Miller & Ny- 

burg, Baltimore, Md. 


v v v 
To the Editor: What does Copy 
Cub mean—Washington threw a 
dollar across the Delaware? He 
threw the dollar across the Rappa- 
hannock and crossed the Delaware 
himself. 
PAUL TRUESDELL, 
Director of Publicity, Univer- 
sal Oil Products Company, Chi- 
cago. 
v 7 F 


Talks Frankly 


To the Editor: We believe the en- 
closed statement, which we _ pub- 
lished in the New York Times and 
the New York Herald Tribune on 
April 17, is of such fundamental im- 
portance that you will be genuinely 
interested in reading it. 

It represents our point of view on 
a matter of national importance. It 


1840’s. Of course, Philadelphia may 
have been different. Rowland Macy 
1,242.645m CLAIM PAID DURING 1940 (Story on Page 2) gave the one-price policy a great 

deal of space in his extensive ad- 


ren p+ . i’ * 
The Daily. Pantagraph vertising—fully as much as Wana- 
: Bring rey” | maker ever did—first in Haverhill 
State Farm Leads World | (1851-55) and then in New York 
President Reports (94) Volumes. Multiple Line Best 


102,978 Policy Gain Reord Breaker Says G. J. Mecherle 


by tvery (ox 


INSURANCE TABLOID 


after he founded (1858) the present 
firm of R. H. Macy & Co. As for 
the guarantee of satisfaction, it was 
promulgated by A. Page & Co., 
Haverhill, Mass., in 1853, Smith and 
Strong of Oswego, N. Y., in 1855, 
and Bowen, McNamee & Co., in 
New York in 1859, to mention only 
a few. By 1860 the one-price sys- 
tem was so firmly entrenched in 
New York City that to mention it in 
a store’s advertising would have 
been about as superfluous as it 
would be today for the Waldorf to 
ae advertise that it has rooms with 


— Sen, | baths! I am convinced that there 
mn po | . ‘4 _— . | were many merchants over the 
ads ee Zz | Me . country who practiced both the one- 


AL MARATHON 


price and money-back policies be- 
fore 1860 without being aware that 
they were doing anything unusual. 


State Farm Mutual Automobile Insur- | Certainly it would not have oc- 
ance Company, Bloomington, Ill., adopted ‘curred to many of them to sing 
the tabloid size for its 1941 annual re- | their own praises as loudly 

port to stockholders and sent it out as |shamelessly as John Wanamaker 


a supplement to the Bloomington Daily | regularly did. 
Pantograph, thereby establishing another It is hardly an exaggeration to 
first. say that, so far as the money-back 


presents, truthfully, what we are 
trying to do about it. 

We realize, of course, that we 
alone are not big enough to stem or | 


We Preeer Not To Mane 
Money Tris Way! 


| 


WALLACHS 
Arti | 
HART SOWIAPPNER & MARA | 
| 


to control any trend toward infla- 
tion. We feel, however, that since 
we are one of the leading organiza- 
tions in our field, such a statement 
will wield considerable influence. 
If enough people are made aware 
of efforts such as ours, we believe 


| complains 


| stating that the practice of having 


guarantee is concerned, Wanamaker 
simply jumped on the bandwagon 
after it was well on its way. The 
|one-price bandwagon had already 

The reception of this tabloid size | arrived before he got near it! As/| 
edition was highly enthusiastic, both | for Mr. Frederick’s assertion that 
on the part of policyholders and our | John Wanamaker was “the first ad- 
agents. vertiser of any kind” to use big 
| space consistently, any file of Bos- 
{ton or New York newspapers for 
the 1850’s and 1860's will demon- 
strate the inaccuracy of the state- 
ment. I need hardly add that there 
was no sudden rise in newspaper 
advertising after 1874 when Wana- | 


the 


copies 


tagraph_ did 
than 700,000 
the mailing. 


printing—more 
and handled 


A. R. WILLIAMSON, 
Assistant Secretary, State Farm 
Mutual Automobile Insurance 
Company, Bloomington, III. 


, F 


Corrects the Corrector 
On One-Price System | paign (but not, Mr. Frederick, with 

To the Editor: Mr. Frederick | full-page advertisements). John 
about misstatements as | Wanamaker was a great merchant, | 
to the origin of the one-price system | but he deceived many people, in- | 
in America, but, instead of getting | cluding his own advertising staff, | 
the facts straight, he has added to by the deafening blasts on his own | 


the misinformation which is cur- | horn. 

rent. May I correct the corrector? There is a crying need for more 
Mr. Frederick and my good | knowledge about the history of 

friend Joseph Appel are right in| American business. Can’t we have 


it without the sour distortions of 


| 


|maker launched his first big cam- | 


| 
| 


fixed, marked prices developed in |the muckrakers or the sugar-coated | 
America long before the appearance | misstatements of over-zealous pub- | 


of the mail-order house and _ the | licity men? 
modern chain store. They are quite 
mistaken, however, when they sug- | 


Rautepu M. Hower, 
Assistant Professor of Business 


other leading retail organizations 
will follow suit. And if all retailers 
and manufacturers unite on this 
program, the effect is bound to be 
of nation-wide significance. 

That is why we want to call your 
attention to our position. We are 
doing our utmost to protect the con- 
sumer. 
that we are more than willing to 
cooperate in any effort directed 
toward that end. 

CARL ADLER, 

President, Wallachs, New York. 


~~ ww 


Insurance Report Issued 
as Supplement to Daily 

To the Editor: I was quite inter- 
ested in the reproduction (ApDvER- 
TISING AGE, April 14) of the front 
page of “Home Made News,” pub- 
lished by the Home Life Insurance 
Company as its annual report to 
policyholders, because we have util- 
ized a newspaper format for this 
purpose for several years. 

This year, in order to make the 
annual publication more readable 
and to departmentalize it more 
readily, we also went to a tabloid 
size. You may be interested in 
looking over a copy of this year’s 
edition, which I am attaching. 

You will notice that this is issued 
as a supplement to the Bloomington 
Daily Pantagraph. It is, I believe, 
the only annual report that is issued 
in this manner. We handled all of 
the copy and layout and The Pan- 


| 
And we want you to know | 


gest that it was not well estab-| History, Harvard University 
lished in Europe before’ being; Graduate School of Business 
adopted here. They are equally | Administration, Boston 

wrong in giving credit to John} 


Wanamaker for its general adop- | ~~ 3 


tion. Nor was Wanamaker the first A La Carte 
| in the world or even in the United | 


| 
| 
| 


| 
| 
| 


| States to adopt the policy of satis- ; 0 the yl — antl doubt 

faction -or -money -back guarantee. tb a ogre ste , > te vier 

The truth is that John Wanamaker’s | ‘U2? OF qdinner in the restauran 
and while waiting for it to be 


merchant 
: | serve ave no ow the ) 
he did not |*® ved have not known what to do 


with your time. 
The enclosed folder was designed 


|reputation as a_ pioneer 
is grossly exaggerated: 
make a single innovation of any im- 
| portance in any phase of his busi- 
| ness. His “monumental work” (to 
use Mr. Frederick’s term) consisted _ 
‘in recognizing good ideas when 

other people developed them, in 
dramatizing the commonplace, and 
|in publicizing himself and his store 
to such an extent that both became| Wha Ihad 


ge 


a legend, one which has about the da ou da the SX 
same basis in fact, or lack of it,| Sigaal Sigorced 
| that most legends possess. Flags a Blogs ™ 
| These are strong statements, but Snell Snell 
| they are based upon years of care- , . a Ss 
ful research in the history of re- a8 
, - IO mes 
tailing and advertising It would | a oe 
; Nt 


take many pages to present all the 
evidence, but here are a few bits: 
Josiah Wedgwood had both the one- | to fill this need and at the 
price and satisfaction - guaranteed | time do a job of advertising. 
policies in his London store as early | This folder has met with a ready 
as 1771. The one-price system was | acceptance in Michigan. 

so widely observed in Paris by 1844| Dealers have requested extra 
that a writer could assert that it| quantity time after time and many 
was the established custom, and in| individuals have called up and writ- 
the same year the Ville de Paris |ten the brewery requesting copies. 
(the largest store in Paris at the Naturally at a time like this the 
time) was actually urging custom-|American people are interested in 
ers to take goods home on approval! | flags and signals, especially those 
In America the one-price system that do any boating. 

was familiar in New York in the} FRANK W. ATHERTON, 
1820's and 30's and in Boston in the Advertising Service, Detroit. 


same 
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VITAMIN RHYME 


’ id ’ Bl f 
TUMMY FUEL ay, 
Aa” . 
Rey 
A peck of wolves storm ta cach dey hn 
in quest of Tummy Fuel. 
These wolves are active boys and girl ey 
Who've «pent the day at school. <o ’ 
| DSS 


Their appetites are razoredged 
Demanding to be fed. 

I give them what they want the most — 
It's DIETZEN HOLSUM Bread. 


1 watch them pile it thick with jam — 
They relish every bite, 

“Cause HOLSUM Bread contains Bi 
Which whet» the appetite. 


The youngsters know they need Bi 
“it makes us strong.” they boast. 
But it's the TASTE of HOLSUM Bread 
“That pleases kids the most. 


\\. » 
DIETZEN @& 4 
BAKERS x 


YOUR GROCERS 


The Vitamin B, content of Dietzen Hol- 
sum bread and its tastiness are featured 
in this novel humorous poetry, part of 
the newspaper copy prepared by 


and | Wheeler, Kight & Gainey, Inc., Colum- | 


bus, O., agency. 


Relief in Bread Copy 
To the Editor: Knowing of your 


|interest in timely and unusual ads, 


I thought you might be interested 
in the attached which are a part of 
a series of ads that we are running 
for one of our clients. 

As far as I know, this brings to 
bakery advertising a trend which 
has been showing itself in the ad- 
vertising of other types of merchan- 
dise. It is also putting a little 
different picture on the much-dis- 
cussed fortified flour and enriched 
bread. 


Tom L. WHEELER, JR., 
President, Wheeler, Kight and 
Gainey, Inc., Columbus, O. 


ee 


= 
Testifies to Effectiveness 
of Scott Follow-Ups 

| To the Editor: I read with . 


: sreat 

deal of interest your very int rest. 
| ing account of the promotional ac. 
| tivities of the E. H. Scott Ragj, 


Laboratories which 
| your April 7 issue. 
I happened to be on the » 


appeared jp 


cely. 
ing end of this promotion on 
and after purchase, so I know from 
|actual experience that what yoy 
say about Mr. Scott’s unique pro. 
motion methods is 100 per cen: try, 
He is really doing a job that a Jog 
of other manufacturers could wel 
profit by. 

Emi. G. STankery, 
Advertising Manager, Trafic 


World, Chicago. 


, = 


It Happens Again 

To the Editor: Here is another of 
“those things’— 

The slogan of Jas. E. Pepper 
Bourbon is “Born with the epub. 
lic.” The advertising idea for 194) 
|is “Born with the Republic and stij) 
the ‘Order of the Day’.” 
| Along comes the current Chester. 
field poster with the slick looking 
/gal in an Admiral’s uniform. What 
is the caption? You guessed jt- 
|“The order of the day”! 

Two minds with but a single sJpo- 
| gan. 


JULES B. SINGER. 
Vice-President, Federal Adver- 
tising Agency, Inc., New York 


— 
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New Haven Area 
Gain $ Families 


In all Connecticut markets, the ef- 
fective buying income group is the 
largest in number and dollar pur- 
chase volume in the New Haven 
area, This preferred income group 
spent an average of $3,254 per fam- 
ily in 1940 in the New Haven area 
and $3,702 in the city of New Haven. 
Preferred income in the New Haven 
area increased from $346,590,000 in 
1939 to $405,916,000 in 1940.) More 
information about “Register City” 
the great New Haven market by 
writing The New Haven Kegister, 
New 


Haven, Connecticut. 


i H. C. Wilder 
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WHITWELL WINS HOWARD FORD AWARD 


John R. Hartman (left), director, Charles Morris Price School of Advertising and 
Journalism of the Poor Richard Club, Philadelphia, presents to George E. Whitwell 
(right), vice-president in charge of sales, Philadelphia Electric Company, the 
annual Howard G. Ford Award for the “outstanding contribution to sales man- 
agement during 1940." Looking on is Harold J. Cowell, Lea & Febiger, president 


of the Sales Managers’ Association of Philadelphia. 


The award was made to the 


Philadelphia Electric Company at the association's 30th anniversary dinner-meeting 
April 14. 


Nedick’s Swings 
Onto Vitamin 
Promotion Wagon 


New York, April 23. — Swinging 
nto the vitamin bandwagon, Ned- 
ck’s, Inc., orange drink chain, this 
week opened a campaign featuring 


vitamin B, content in its beverage. | 


The promotion will be expanded as 
summer approaches and will con- 
tinue until fall. 

First mention of the “enriched” 
drink is being made on two evening 
programs over Station WHN, one 
general news, the other sports. This 
schedule will run for 26 weeks. On 


May | insertions in six New York | 


newspapers will take up the vitamin 
theme. The campaign will run 
through September. 

Weiss & Geller is the agency. 


Produces Counter Display 
A new counter display piece, de- 
signed for its lightness, simplicity 
nd economy, has been placed on 
the market by Dura-Products Mfg. 
Company, Canton, O. The display, 
known as the Scrollume sign, is 
onstructed of mirror-finish alumi- 
num with a highly polished effect 
ind all colors are applied by silk- 
screen process, including Dulux 
enamels. Because of its aluminum 
onstruction, the sign weighs only 
eight ounces. 


Gymer to Jam Handy 
Frederick E. Gymer, active in ad- 
ertising for a quarter century, has 
dined the Jam Handy Organization, 

Detroit, to do sales promotion work 


— S/n 1935 
Boyce Service was available 
in 80 units,3-~ 2 advertisers 
Wed it + s= 44 In 1938 
units numbered 218 =~. 
ddvertisers 73. Wow just 
Jyears later~1941 ~ Boyce 
offers you service throughout 
the greater Los Angeles 
market ... 2156 units; 
ind 191 advertisers <=: 
use the Service. 


Obviously car cards ss ors 
in Southern California brin 
teSults <<” 

For details and rates, write 


MayNaRD Boyce Inc. 
LOS ANGELES 


*0 Chamber of Commerce Bldg 


sar al A fy Vuailivnal 


Woolen Makers 
‘Spend 1-3 Cent 
for Advertising 


Washington, D. C., April 22. 
Twenty-two woolen and worsted 
manufacturers, whose 1939 sales 
|}volume represented 35 per cent of 
the industry total, spent only 0.3 
per cent of sales for advertising, the 
Federal Trade Commission reported 
today in the course of its project 
for the collection of financial statis- 
tics of representative corporations In 
leading industries. 

All items listed under “‘expenses”’ 
}amounted to only 8.2 per cent of 
sales for the 22 companies. Selling 
expenses totaled 3.7 per cent, ad- 
vertising 0.3, administrative 1.9, 
taxes 0.9, social security and pension 
fund payments 1.1, and 
and development 0.3. Average net 
profit was six cents per sales dollar. 

The average rate of return on in- 
| vested capital of the 22 companies 
was 10.3 per cent, with rates for the 
various companies ranging from a 
5.7 per cent loss to a 44.8 per cent 
gain. Only one firm operated at a 
loss. Inventories of the corporations 
were 27.9 per cent higher at the end 
of 1939 than at the beginning of the 
year. 


Discusses Hardware Companies 


FTC also reported that 14 hard- 
ware manufacturing concerns, which 
accounted for 57 per cent of indus- 
try sales in 1939, spent 1.1 cents 
per sales dollar for advertising. “Ex- 
pense” items in this group repre- 
sented 17.8 per cent of sales, with 
selling expense taking 8 per cent, 
| advertising 1.1, administrative 5.2, 
| taxes 1.9, social security and pen- 
sion payments 1.4 and research and 
| development 0.2. Average net profit 
was 8.8 cents per sales dollar. 

The average rate of return on in- 
| vested capital was 9.9 per cent, but 
| varied from a loss of 9.6 per cent 
to a profit of 52.2 per cent for sep- 
arate companies. Two companies 
had a loss for the year. Inventories 
were 7.7 per cent higher at the close 


of 1939 than at the outset of the 
year. 
Watt Named A. M. 

W. H. Watt, after completing a 
two months’ survey for Lower 


Merion Newspapers, Inc 
appointed advertising 
the company’s four 
weekly newspapers, 
the Philadelphia area. A new com- 
bination rate will soon be issued, 
George Walker, president and pub- 
lisher, announced. 


. has been 
manager of 
Main Line 
published in 


Appoints Westheimer 

Westheimer & Co., St. Louis, has 
been appointed to handle newspa- 
per, radio and outdoor advertising 
of the Miami Valley Brewing Com- 
pany, Dayton, O 


research | 


To Directors of Public 
Relations for 


American Industries 


’ are fo bry, 2 


Tuere IS a new trend in public 
Forward March! 


§ message to General Mon va 


relations. It was recently emphasized by these 


Washington Post advertisements of ‘Timken 
and General Motors, both of which were placed 
in Washington to get the attention of the men 
who 


earry the chief responsibilities of the 


American government. 


It is becoming essential that the de- 


sire of industry to cooperate in the de- 
fense job be made clear to America’s 
| 


policy makers. This is important not 


/s rollin 
Za ‘ © ’ 


only in the interest of industry itself. 
It is equally important for the good 
of the nation that industry's desire to 
do its part should be properly publicized 


and thoroughly understood. 


More and more industrial pace. 


setters are turning to the advertising 
pages of the Washington Post — “Official Washington's breakfast news- 


paper” —as the logical and obvious medium through which to address 


the President of the United States, his Cabinet. his advisors, the Con- 


gress, and other officials with whom business must keep on cooperative 


terms during this crisis. 


We look for more of this advertising. It makes sense. 


This is something for you to think about for your own company. 


The Washington Post 


WASHINGTON’S HOME MORNING NEWSPAPER 
Osborn, Scolaro, Meeker & Co. 


George D. Close, Inc. 
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Father's Day 
Promotion fo 
Reach New Level 


Year-by-Year Sales In- 


creases Shown by Coun- 
cil 


New York, April 22.—With the 
campaign to make Father's 
another Christmas for 
going into high gear throughout 
the country, national advertisers 
were putting final touches this week 


retailers 


on their plans to tie in with the 
annual event in magazine and 
newspaper promotion. 


Reports from the National Coun- | 
of Father’s | 


cil for the Promotion 
Day indicate that advertisers are 
rallying to the support of the busi- 
ness-getting event in greater num- 
bers than in previous years 
that the barrage of publicity in 
magazines, newspapers and _  net- 


work radio is more extensive than | 


ever before. 


Promotion of the 31-year-old in- | c 


Stitution will be given renewed 
impetus this year by the release of 


an official Father’s Day motion pic- | 


ture by Paramount Pictures. Star- 
ring Robert Benchley as Father, the 
short will be shown in 1,400 Para- 
mount theaters and in about 12,000 
other theaters. 


“Post” Joins Drive 


Joining in the campaign for 
first time is The 


the 


Day | 


and | 


Saturday Evening | 


ita, 
a — 7 


480 Canal Street, N.Y.C. Watker 50526 


Post, which is offering to retailers 
an advertising service, including 
window and store displays and 
newspaper mats, tying in with the 
picture. The service is offered to 
one store or chain in a city where | 
the picture is to be released and, | 
according to Batten, Barton, Dur- | 


stine & Osborn, 125 have already | 
accepted. In addition, the Post will | 
carry a full-page advertisement | 


promoting the Benchley short in its | 
June 14 issue. Also hooking in with | 
the picture is Postal Telegraph 
Company whose 2,500 offices will 
join in the promotion and in addi- | 
tion offer one window for the dis- 
|play of merchandise from local | 
retailers for gifts. 
Among national advertisers 2 

| 

| 


are giving special attention to 
Father’s Day are Cluett, Peabody & 

| Co., Hickok Mfg. Company, Swank 
Products, Inc., Frank H. Lee Hat 

Company, Disney Hat Company and | 
Phillips-Jones Corporation. 


Much Copy Planned 


| Cluett, Peabody will devote full- | 
'page, four-color insertions in Life 
| and The Saturday Evening Post to 
Father’s Day with the suggestion of 


Arrow Bonair shirt ensembles as 
| gifts. In addition, dealers will re- 
ceive blow-ups of the advertise- 


ments and advertising helps, includ- 
|ing displays and newspaper mats. 


| count. 


| In addition to running half-page, 


|two-color insertions entirely given 


over to the event in Collier’s, Life, 
Look and The Saturday Evening 
Post, Hickok will also allude to 


| Father’ s Day in half-page copy pro- 
moting different items in Collier’s, 
Life and the Post and the special 
|Father’s Day July issue of Esquire. 


Young & Rubicam directs the wane 


TYPICAL COPY FOR FATHER'S 


“TO THE DEAREST DAD A GIRL EVER HAD 


Tan Heusen jo 


| ° . . 

| Dealers will receive displays and 
advertising helps. 
binner is the agency. 


carries on it a short poem entitled | 
“Shirt Tales for Father.” Dealers | 
'are being supplied with the box in 


| page 


WHEN BASED 


new advertising campaign. 


basic selling appeals were 
of customers. 
were entirely different. 


A complete analysis was 


discovered. A new sales 
oped. 


following year, that firm 
its whole history. 


sound, practical research. 


be abet 


Pot 


Many agencies set aside a 


good business to spend up 


most effectively. 


Ke 


advertising sell more? 


Marketing Research 
540 North Michigan Ave. 


to both homes and industries had been low. 


Sales increased immediately. 


That manufacturer's agency now builds every piece 
of advertising and every salesman's presentation on 


budget for marketing research. 


tion to guarantee that the other 98°/, will be spent 


May we show you how practical research will make 


| ney 
quarter-page ad in Esquire to the identified by 


ADVERTISING COPY' CARRIES 


Ming Fewer 


ON RESEARCH 


A manufacturer of electrical equipment needed a 


Sales of their appliances 
The 
the same for both types 


New, striking and dramatic advertising appeals were 


But the applications of the products 

ro 

made of both markets. ‘ 
presentation was devel- 

In fact, during the es 

had the highest sales in oF 

ee 

a 

part of every advertising ve 

They believe it is & 


to 2°/, of the appropria- 


a hd Ped 2 


= 3 
ae 
C. C. CHAPELLE 4 
and Merchandising oS 
Chicago » Whitehall 7710 a 
a — —_ af ye 
A tae Eel 9 AS oe 


Lawrence Gum- | a 
|}addition to counter 


| plays. 
|} the account. 


More extensive support than in| 
|previous years will be given by 
Phillips-Jones which will run a| 
full-page, four-color insertion for 
Van Heusen shirts in the Post. An | 
innovation this year is a free gift 
box, featured in the ad, which 


Pettingell & Fenton directs 


Swank Products will allude 
Father’s Day in half-page copy pro- | 
moting its initial jewelry in Esquire, | 
Good Housekeeping, Mademoise lle | 
and the Post. Alfred J. Silberstein | 
is the agency. 

Frank H. Lee Hat Company will 


cards and dis- | 


also allude to the gift day in a half- | 


insertion in Collier’s and use 
New York newspapers to promote | 
it during the week of June 5. Dis- | 
Hat Company will devote a 


event. Both accounts are directed | 
iby Bermingham, Castleman & 
Pierce. 
| Day Grows in Popularity 
Figures released by the National 
Council this year show that 
|organization’s efforts have borne 
fruit during the past two years. 
1939, there was a 26 per cent 
| crease over 1938 in business for the 
week preceding Father’s Day, and 
'in 1940, a 29 per cent increase for 
the same period. 
| Supplementing the 
/newspapers, magazines 
|citywide celebrations will be held 
lin every town under the direction 
| of the local Father’s Day Commit- 
tee. While the Council, in former 
'years, furnished local communities 
|with plans for promotions, for the 
|first time this year there will be 
a 100 per cent coverage of retail 
merchants, according to Alvin Aus- 
tin, executive director. 


publicity in 
and radio, 


| 
| 


Tannerhill to B & B; 


Jessup to “Parents” 


Robert Tannerhill, radio time 
buyer at McCann-Erickson, New 
York, will resign April 23 to join 
Benton & Bowles, New York, as 
head of the merchandising depart- 
ment. He will be succeeded at 
McCann-Erickson by Oscar M. 
Schloss of the media department. 
Margaret Jessup, who has been 
in MeCann-Erickson’s radio depart- 


ment for 13 years, will resign to 
join Parents’ Magazine, New York, 
as assistant to the publisher 


Scaife to Talk 


A. L. Seaife, merchandising man- 
ager of the appliance division of 
General Electric Company, Bridge- 
port, Conn., will discuss “Why Cam- 
paigns Fail” before the Eastern 
Industrial Advertisers, Philadelphia, 
at the season's final business meet- 
ing May 1 at the Manufacturers and 
Bankers Club 


In | 
in- | 


| 


the | 


Sales Letter 


» 3S Years Old 


‘Still Pulling 


Waukesha, Wis., 
record of some kind 
by the report of H. W. 
advertising manager for Dr. David 
| Roberts Veterinary Company, that 
‘the firm is still receiving replies to 
|advertising distributed early in 
1906. 

The original mailing of 5,000 is 


April 23.—A 
is established 


the self-addressed 
unstamped envelopes which were 
keyed with the letter “D.” Most 


| recent reply was received March 14 


|from Tappen, N. D., containing a 
| $1.54 order for merchandise. That 
is the second such order to be 
received in 1941 and six were re- 
| ceived in 1940. 

At the time this mailing was 
_made, Dr. Roberts had already been 


in business for 15 years and handled 
his own advertising. The firm’s 
advertising is currently being con- 
ducted by J. W. Martin of Adver- 
tiser’s Service, Inc., Milwaukee, 
who said that the company had its 
biggest January and February in 
history in 1941. 

Whereas in the past the company 


distributed its order blanks and 
booklet, “Practical Home Veteri- 
narian,”’ through banks, today it is 


using national and sectional publi- 
cations and radio. As a result, the 
company is getting quicker action 
from prospects than formerly, ac- 
cording to Mr. Martin 


Heads Four A’‘s Council 


D. E 
search 
Agency, 


Robinson, director 
at Federal Advertising 
New York, has been elected 
chairman of the New York Council, 
American Association of Advertis- 
ing Agencies. He was formerly 
vice-chairman. Others elected were: 
vice-chairman, H. D. Williams, vice- 
president, Erwin, Wasey & Co.:: 
secretary - treasurer, Abbott Kim- 
ball, president, Abbott Kimball 
Company. Governors elected were 
C. P. Hanly, president, Ferry-Hanly 
Company: H. C. Marschalk, presi- 
dent, Marschalk & Pratt: E. J 
Owens, vice-president, Arthur Kud- 
ner; and H. Paul Warwick, presi- 
dent, Warwick & Legle1 


Gallob Named Editor 

Benson F. Gallob, editor of Mid- 
west Media since its inception, has 
resigned and has been appointed 
editor of Northwest Package & 
Tavern News, Minneapolis 


of re- 


Haines, | 


—_——— 
Extend Sunkist 
Campaign in 
Weekly Papers 

Los Angeles, April 23.—A ae 
sult of the successful use of ry.) 
|weekly papers for navel anges 
during the winter months, Califo. 
nia Fruit Growers Exchange wi) 
|use 2,606 weekly papers throughoy; 
|the United States for the cumme, 
‘campaign on Sunkist va! ene;, 
|oranges. In addition the Naign 
will be carried in 256 dail Papers 
in 185 cities, magazines and oye, 
the CBS network broadcasting th, 
\“Hedda Hopper’s Hollywood” pro. 
gram. 
| It will be the biggest « Npaign 
| for valencias in the Exchanye’s pj: 
| tory, Russell Z. Eller, Exchange ag. 
|vertising manager, reported to ti, 
|board of directors. Funds for the 
| campaign are raised by a se\en cep; 
|per box assessment coveri: ship. 
/ments which may exceed la-! year’ 
record crop of this variety. 

Following up the “Best for Jyicg 
‘and Every Use” slogan which 
| proved so effective in 1940, Sunkis 
advertising will continue to ompha. 
| Size the health value of C: liforni, 
oranges combined with their supe. 


|rior flavor and juice content. Th, 
|campaign will continue to stress 
vitamins, particularly Vitamin ¢ 
/|Consumers will be urged to get 
their vitamins from fresh foods, thy 
natural source. 

Lord & Thomas, Los Angeles, | 
the agency. 
Ad Club Fund Starts 

The Women’s Advertising Club of 
Milwaukee has incorporated and es. 
tablished a revolving loan fund t 
replace its scholarship fund. Unde 


the new plan, loans ranging fron 
$50 to $200 will be given deserving 
women students at Marquette Uni- 
versity, Milwaukee, with preference 
to those majoring in advertising and 
journalism. A smaller award wil 
be given to the outstanding woma: 
student studying the professions at 
Marquette each year. 


weve" 


ANIMATE YOUR 
TRADEMARK 


DRAMATIZED 


Point-of-Sale Disp!ays 
EMPLOYING “FOAMFLEX” 
the New life-like Rubber 


We are proud of having bull 
the Carstairs “White See! - 
17"’ high, 10’’ long motor 

concealed in base. 
Similar unusual dispic s 9 
be just what you need to °c! wr 
we wi 


sales. Just write and 
send detailed informa! 


GARDNER DisPLaAys 


477 MELWOOD S!I&EET 
PITTSBURGH. PA 


16 W. Gist STRE!! 
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seer Checks Its Gifts 
After Eight Years 

Since its re-legalization eight | 
years ag0 April 7, beer has contrib- | 
ted much of economic benefit to 
he country, The American Brewer 


emphasizes in its April issue. A 
urvey by the United Brewers In- 
jystrial Foundation states these 


ontributions as follows: 

1. Business benefits amounting to 
13 billion dollars. 

9 Employment for a_ million 
ersons, directly and indirectly. 

3. Tax payments to various divi- 
jons of government of $2,800,000,- 
0 most of which has been ear- 
marked for national defense, old 
.ge pensions, public health, educa- 
‘ional institutions and other forms 
ff public welfare. 

4, Creation in eight years of a 
725,000,000 market for grains and 

ps, requiring the cultivation of 
three million acres of farm land an- 
nually. 

5. Purchase of more than a bil- 
ion dollars worth of machinery, 


| The Business Digest 


Significant Developments in Trade and Industry as 
Reported by the Business Press 


Edited by RALPH O. McGRAW 


1937, by a majority of 48,000 votes. | 


The smoke ordinance was enacted 
in 1940 and the entire Democratic 
ticket was defeated this April by a 
majority of 36,000 votes, or a total 
loss of 84,000 votes. 
The rebellion came 
poorer class who, because of the 
ruling against the lower grade coal 
were forced to pay more for their 
fuel. These people who as a block 
were always counted in the Demo- 
cratic column, protested with their 
vote for the Republican candidate. 
Many thousands of St. 
came from across the 


Louisians 
river in the 


coal mining territory and still have | 


friends or folks who are dependent 
upon the welfare of the coal busi- 
ness; they voted a protest against 
the mayor. Thousands of truck 
drivers engaged in hauling the coal 
from across the river, likewise pro- 
tested. And furthermore, thousands 
of people who could afford to 
pay for the higher priced coal they 


were forced to burn resented the 
dictation and showed it by their 
vote against the mayor and his 


from the} 


| party in the balloting. 

Prior to the election, a city-wide 
survey by a group of coal men in 
St. Louis revealed that 69.5 per 
cent of the voters were against the 
present smoke ordinance, nine per 
cent were non-committal, and only 


20.5 were favorable This senti- 
ment was not made public, the 
writer asserts, because newspapers 


had shut off all unfavorable com- 
ment on the smoke ordinance. Now 
ex-Mayor Dickmann complains bit- 
|terly that the two newspapers that 
sold him this smoke “gold brick” 
turned him down at election time, 
as did the negroes and the heavily 
| Democratic poor wards. The prac- 
tical manner of controlling 
nuisance, the writer asserts, is 
through proper firing and automatic 
control devices as is now practiced 
in Chicago, and not through the dic- 
tation of the kind of fuel to be 
burned. 


smoke 


Bridge to B-S-H 

James W. Bridge, with Batten, 
Barton, Durstine & Osborn for the 
past seven years and_ previously 
with Henri, Hurst & McDonald, has 
joined Blackett-Sample-Hummert, 
Inc., Chicago, as an assistant ac- 
count executive. He will be associ- 
ated with H. M. Dancer, B-S-H 
president, on the General Mills ac- 
count. 


Tide Water Will 
Air Track Meets 
on West Coast 


Los Angeles, April 23.—Supple- 
menting the extensive newspaper 
campaign now being conducted in 
leading newspapers on the Pacific 
Coast for Flying “A” gasoline by 
the Tide Water Associated Oil Com- 
pany, a series of seven track and 
field broadcasts of outstanding col- 
legiate competition in northern and 
southern California will be spon- 
sored by Associated, according to 
Harold R. Deal, manager of adver- 
tising and sales promotion. 

The series of broadcasts will be- 
gin April 26 and continue through 
June 21. Widespread public interest 
in inter-collegiate sports led to the 
decision to broadcast track meets 
again in 1941 as the company did 
in 1940 


In addition to Flying “A” gaso- 
line, the programs will also aug- 
ment the magazine campaign now 


under way for Veedol motor oil and 
Veedol Safety-Check lubrication. 


Resigns Drezma Account 

Lynn Baker Company, New York, 
will resign the account of Drezma, 
Inc., New York cosmetic manufac- 
turer, effective May 31 


21 
Fir-Tex Boosts 
Advertising Budget 
The Fir-Tex Insulating Board 
Company, Portland, Ore., has 


boosted its 1941 advertising budget 
56 per cent, despite the fact that it 
will operate until fall on orders 
now at hand. 

Better Homes & Gardens and The 
Saturday Evening Post have been 
added to the new schedule, each to 
earry a full-page four-color inser- 
tion. Schedules are being continued 
in American Home and Sunset and 
messages to the building industry 
are being carried in American 
Builder and Practical Builder. A 
new product, Fir-Tex absorptive 


|form line, is to be publicized in 


Engineering 
R. Gerber 
|} the agency. 


Burgess Named A. M. 


Edward L. Burgess, with the ad- 
vertising department of the Tribune, 
La Crosse, Wis., since 1937, has 
been appointed national advertising 
manager of the paper. 


News-Record. Joseph 
Company, Portland, is 


Denver's 
First 
All - Night 
Station 


REPRESENTED BY BLAIR 


KFEL DENVep 


MUTUAL nerwons 


quipment, and supplies. 

6. Transportation and power 
purchases totaling $500,000,000 
throughout the country. 

7. Established an expanding in- 
justry program of cooperation with 
ww enforcement authorities to pro- 
‘rect the public against abuses that 
might occur in the retailing of beer. 

8. Availability of a legal, whole- | 

me beverage of moderation in 
sharp contrast with the many social 
nd other evils associated with pro- 
hibition. 

A front-page editorial in the 74- 
year-old publication urges the in- 
justry to fight for its rights: “With 
every peanut Dry organization peti- 
tioning Congress for some kind of 
estriction on the sale of beer, it is 
time that the brewing industry did 
n overall job of presenting the real 
about beer as a social and 
factor in the life of the 


4 me facts 
nomic 


untry. Really the Drys are mov- 
g to bring about another era of 
tional prohibition but the first 
noves are subtle. . . Prepare to re- 
ite the Dry activities now, and 
nee and for all end the picayune | 


fferences that have hampered the | 
ewing industry for years. Take | 
strong stand and prove that the | 
ewing industry has come of age.” 


Smoke Ordinance Is 
St. Louis Mayor’s Jinx 
An interesting sidelight on the 
ecent defeat of Democratic Mayor | 
ckmann of St. Louis by his Re- | 
iblican opponent is given in the | 
\pril issue of Coal-Heat by C. V.| 
eck, president, St. Louis Coal | 
mpany, who traces it to public! 
ssentment of the smoke ordinance 
hibiting the use of high volatile 


Th . . | 
‘uinols) coal for hand-fired use. 

“ayor Dickmann and his entire 
Ket were re-elected in April, 


“Just sold six through our ad in the Classified” 


7 \ An actual case. The St. Louis 
Oa ers aa | distributor of Carrier Corpora- 
The Pioneer Voice of Kansas 


tion reports that a prospect 


product or service but don’t 


know where to buy it. 


EPHONE DIRECTORY 
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Kelley Awarded New 


Knox Reeves Post 

James T. Kel- 
ley, who has 
traveled some 
100,000 miles an- 
nually since 1937 
as regional di- 
rector of Knox 
Reeves Advertis- 
ing sports broad- — 
casting activities, | 
has returned to 
the agency’s Min- 
neapolis head- 
quarters to take 
over the newly- 
created position 
of sales develop- 
ment manager, with the job of 
stressing new markets. His new du- 
ties will be in a field in which Knox 
Reeves will become increasingly ac- 
tive during coming months. 


Push “Pioneer Valley” 


“Come back to Pioneer Valley 
and see the land of your ancestors” 
will be the theme used in selected 
newspapers and magazines this 
summer by the Pioneer Valley As- 
sociation, Northampton, Mass., in 
advertising designed to reach mil- 
lions of prospective tourists east of 
the Mississippi. The association has 
raised approximately $25,000 in its 
membership drive and copy will 
appear early in May. 


J. T. Kelley 


Account to Brantley 

The J. Carson Brantley Advertis- 
ing Agency, Salisbury, N. C., has 
been appointed to direct advertising 
of Brown’s Mule chewing tobacco, 
product of R. J. Reynolds Tobacco 
Company. Spot radio in the South 
will constitute the 1941 campaign. 


Wapoteon ght have 


had he used a planned 
direct mail campaian via r) 
modern day Roto-Lith Cron 
offset. Let our consultant —— 


show you how. —— 


ROTO-LITH CO 
201 N. WELLS ST. CHICAGO 
DEA. 8S5S7 - HEM. 22II. 


Wilson Using. 
Premium Plan in 
Dog Food Drive 


Chicago, April 22.—Wilson & Co. 
is using a couple of pairs of scissors 
to snip off for itself a larger slice of 
|the canine dog food market by of- 
fering what it calls the “Scizz-Set”’ 
for 25 cents and three Ideal dog 
food labels in a campaign just now 
meving under way. The premium 
offer is slated to expire May 31. 

Page space, in four colors, in The 
Saturday Evening Post for April 26 
will mark the inception of maga- 
zine advertising. Life and the Post 
will be used in alternate weeks for 
the remainder of the year. In addi- 
tion, 144 metropolitan daily news- 
papers and 16 radio stations will 
carry announcements of the pre- 
mium offer and other copy. Other 
publications on the schedule are: 
Family Circle, Woman’s Day, NRDG 
Merchandiser, National Grocers 
Bulletin and I. G. A. Grocergram. 

Much use is being made of cou- 
pons to check the premium offer of 
two pairs of scissors. Besides point- 
of-sale posters with coupon tabs 
attached Wilson also is experiment- 
ing with car cards in Chicago Sur- 
face lines cars (ADVERTISING AGE, 
April 14), which carry coupon tabs. 


Women’s Ad Club Elects 
Officers, Chairmen 


May Plaunt of the Christian 
Science Monitor has been elevated 
from first vice-president to presi- 
dent of the Women’s Advertising 
Club of Chicago, succeeding Mrs. 
Prudence Allured of Manufacturing 
Confectioner. Other officers elected 
include: 

Leone Heuer, Household Finance 
Corporation, first vice-president; 
Mae McCain, McCain Advertising 
and Art Service, second vice-presi- 
dent; Margaret Richey, Sears, Roe- 
buck & Co., recording secretary; 
|Grace Gustafson, Borden Company, 
|corresponding secretary; Dorothy 
Ledgerwood, Gillette Publishing 
Company, treasurer; and Esther 
| Huse, Spiegel, Inc., historian. 


| ACTUAL SAMPLE 


| 
| 


“pe? This shel 
a Redetser 


FEEL /T/ 


on ey ty 
a 
Royledge sHetvins 


Os - arian 


The young lady points to a real sample 
of Royledge patented double edge 
shelving, product of Roylace, Inc., 
Brooklyn, which was included with each 
advertisement appearing in the Down- 
town Shopping News, Chicago. In single 
column space on another page, the com- 
pany gives dealers fair warning that the 
unusual, attention-getting ad will bring 
housewives flocking to their stores. 


Chain Drug Sales 
Decline in February 


Chain drug store sales declined 
about 4 per cent during February, 
according to a report by the Bureau 
of Foreign and Domestic Commerce. 
The drop from the previous month 
was greater than the usual seasonal 
fall, and the Bureau index slid two 
points. 

February sales, however, were 8 
per cent higher than in the corre- 
sponding 1939 month. The season- 
ally adjusted index stood at 107 in 
February, 1941, compared with 99 
one year earlier. 


Mott to R. H. White 

Gilbert E. Mott, formerly with L. 
Bamberger & Co., Newark, has been 
named advertising manager of R. 
H. White Company, Boston, suc- 


ceeding Joseph Weinstein, resigned. 


“THIS ROAD'S 
FASTER — 
LESS TRAFFIC” 


= STARTING on a_pleasure- 


drive — or a sales-drive — it’s well 


R 


to check with someone who's familiar 


with the ground to be 


with the stations we 


IS MEASURED BY ITS 


covered. Through close cooperation 


ELIABILITY 


represent, a John Blair man can 


| 
always provide up-to-the-minute information that can help 


you’ go places with spot radio in any of our markets. 


JOHN BLAIR & COMPANY | 


National Representatives of Radio Stations 


CHICAGO NEW YORK 
520 N. Michigan Ave. 341 Madison Ave. 
SUPerior 8659 


Murray Hill 9-6084 Madison 7889 


DETROIT ST. LOUIS 
New Center Bldg. 349 Paul Brown Bldg. 
Chestnut 5688 


LOS ANGELES 
Chamber of Comm. Bldg. 
Prospect 3584 


SAN FRANCISCO 
608 Russ Building 
Douglas 3188 


Getting Personal 


ee, 


Herb Drake, True Story promotion manager, has just returned from 
a spell under Cuban skies. His recently-acquired bride joined him 
in an early vacation. . . John V. Tarleton, new head of J. S; rling 
Getchell, recently gave in marriage his sister-in-law, Zita J hann 
stage and screen star... 

No. 277 Park avenue is the new address of Edward R. Dunning 
Ayer vice-president. . . Richard A. R. Pinkham, Lord & Thomas ae. 
count executive, is picking orange blossoms. He’s engaged to Mary 
G. Struthers, of Rye, N. Y.. . ‘ 

New Orleans is the current camping ground of Harold Wesley, ,; 
Wesley Associates. He’ll return from vacation sometime in May. ; 
Wedding bells sounded recently for Richard A. Cullinan, account ex. 
ecutive at Albert Frank-Guenther Law, and Elizabeth M. Kishpaugp 
of West Orange, a former hospital nurse. . . 


Hugh E. White, Jr., of Young & Rubicam’s art department, wa; 
married recently to Sara J. Caine, of New Rochelle, N. Y. . . Charies 
A. Hammarstrom, of Kelly-Nason, has purchased an eigh!-roop 
dwelling in Scarsdale... 

Henry R. Luce and his wife, who will be off to China soon, wep, 
guests of honor at a cocktail party given by Conde Nast. The Chines 
ambassador was among the many distinguished guests present 
Neville Miller, NAB president, is chairman of the National Radi 
Committee of the United Service Organizations for National | 
a group of six religious and 
welfare agencies, headed by 
Walter Hoving, president of Lord 
& Taylor... 

R. Allen Gardner, of Gardner 
Advertising Company, St. Louis, 
will desert the bachelor ranks 
when he marries Frances C. 
Bright, of Princeton, N. J., some- 
time soon... 

Justin R. Weddell, former 
managing director of N. W. Ayer 
& Son in London, also served 
as v.p. and a director of the 
American Chamber of Commerce 
in England. Hence, he’s been 
drafted to tell the annual meet- 
ing of U. S. Chamber of Com- 
merce at Washington April 29 
how a C. of C. works under war 
conditions. Mr. Weddell is now 
on the executive staff of Ayer’s 
New York office. . . Leo B. Bozell, 
pres. and treas. of Bozell & 
Jacobs, Omaha, has been named 
general chairman of Omaha’s 1941 Community Chest campaign 

Earl J. Jones, pres. of Earl J. Jones Enterprises, Zanesville, 0 
owner of the Zanesville News, has bought a farm near Zanesville 
overlooking the Muskingum river. He is building a home on the 
place. . Harry Stanley, acc. exec., Ketchum, MacLeod & Grove 
Pittsburgh advertising agency, is improving steadily after an eight- 
week hospital siege. . . ; 

R. S. McCarty, director of advertising, Philadelphia Company, Pitts- 
burgh, and v.p., Pittsburgh Advertising Club, has been appointed 
chairman of the publicity committee for the Pittsburgh Community 
Fund drive this fall. . . Peyton Anderson, Jr., publisher of the Macon 
News and Macon Telegraph, is a lieutenant in the Naval Reserve 
and expects a call to duty soon... 

Marguerite Lyon, copywriter with Henri, Hurst & McDonald, Chi- 
cago, who, with her husband, Robert W. Lyon, bought a 40-acre fam 
in the Ozarks sight unseen five years ago, is harvesting a book or 
the venture entitled “Take to the Hills.” Another “crop” is a busi- 
ness in jams, jellies and preserves, handled by Mr. Lyon, which are 
marketed nationally under the name of “Sunrise Mountain Farm Jam: 
and Jellies.” 

Charles R. Devine, financial a.m. of United States News before join- 
ing the army, has been appointed a sergeant in an evacuation hospita 
battalion at Fort Devens, Mass. . . Chesser Campbell, ad director 
Chicago Tribune, and his family are spending a few weeks at the 
Champie ranch 30 miles from Phoenix, Ariz. . . 

J. David Stern, publisher of the Philadelphia Record and Courtr- 
Post, Camden, has been appointed to the Camden County Park Com- 
mission by the Board of Freeholders. . . Jack Louis, of Needhan 
Louis & Brorby, Chicago, is spending his annual winter vacation ® 
his own home near Phoenix at the foot of Camelback mounta!! 
where he has 20 acres of oranges, a swimming pool, etc . . L. L. Bogin. 
production manager, Lake-Spiro-Shurman, Memphis, has been name¢ 
head of the advertising division of the Memphis Vocationa! schoo! 
night unit of the city schools. . . Merrill Kremer, head of Kremer & 
Howard, Memphis, has been made chairman of publicity for ‘ 
Kiwanis Club. . . 

Charles Garland, assistant commercial manager of Station WBBM 
Chicago, is the new “His Honor” of suburban Des Plaines— the f° 
coalition mayor in the community’s history, and first to take his ent! 
ticket into office. He'll hold a victory party for friends May 5 a!" 
his official installation. . . 


fense 


IN ARMY NOW 


Col. K. G. Martin, for the past severa 
years head of the merchandising depar. 
ment, Charles W. Hoyt Company, New 
York, posed for this picture the day be. 
fore leaving for active army service with 
the motor transport at Camp Lee, Va 


March not only was a notable month for Arden X. Pangborm 
because he was moved from managing editor of the Oregon 
Portland, Ore., to managing director of the Oregonian’s two re 
stations, KGW-KEX, but Mrs. Pangborn presented him with 4 5 
pound baby girl, yclept Mary Alice, March 24. . 


This makes ™ 
youngsters in the Pangborn family, No. 1 being 17-month-old Kul 
a boy. .. Bertram J. Hauser, assistant to E. P. H. James, *°! 
motion mgr. for the Blue network of the National Bro dcast!"+ 
Company, is celebrating 10 years of service with NBC, al! ™ . 
sales promotion dept. . . 

Two young sons of Ivan Denton, mgr. British Columb 
McConnel, Eastman, Ltd., Vancouver, assisted by two youn: 
from Vienna and England, are carrying on the traditions © 4 
paper family by publishing a newspaper called Freedom. | ; 
circulation of 1,000 and $3 worth of ads had to be turned wn for 
the March issue because of lack of space. . . Jean H. Dudley, * 


director, Yankee Writing Service, Guilford, Conn., who - 
supervised completion of a booth at the N. Y. Sportsm: 4 th 
ea ue 


although momentarily expecting a visit from the stork, fi! 
job in time to welcome the infant. . . 

Bernhard M. Auer, of the circulation department of Time, 1", 
no longer in circulation. He’s engaged to Carol McCoy, of ! sjule 
N. Y., a member of the Bronxville Spinsters. His fathe George 


or 


Auer, is assistant to the publisher of the Philadelphia Public b"9% 
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another Advertising Agency reports 


on THE MARKET DATA BOOK 


as a reliable source of basic data 
on consumer markets 


“The Market Data Book is of 
great value and interest to us,” 
writes Wilton C. Haff, radio di- 
rector of the Anfenger Advertis- 
ing Agency of St. Louis. “I have 
found its data very useful for 
cross check and direct reference. 
You are to be complimented on 
a thorough and comprehensive 


CONSUMER MARKETS 
EDITION 


The 1942 edition of the Market Data Book, now 
in preparation, will contain all of the latest re- 
vised figures on all consumer markets. County, 
city, state, regional and national totals showing 
population distribution and sales potentials, will 
include all recognized indices of consumer buy- 
ing power. The Market Data Book is complete, 
organized, permanent—used wherever national 
advertising is bought. 


CONSULTED FOR INSTANT ANALYSIS OF ALL CONSUMER MARKETS 


Like other advertising agencies clear across the United States, in big centers 
and little, the Anfenger Advertising Agency finds the Consumer Markets Edi- 
tion of the Market Data Book an indispensable reference in getting a quick 
and accurate picture of all consumer markets and sales potentials. 


Because of its completeness and authentic character, with official figures 
provided for every measuring-stick of consumer buying power, advertisers and 
agencies turn to the Market Data Book as their most dependable source of 
basic data needed to evaluate markets and plan advertising and sales pro- 
grams. 


No wonder so many top-flight executives call it “the answer to many pray- 
ers” and “the space and time buyer’s bible”! 


Designed to hily Advertisers aud Ageucies to hunow Vhere Markets / 
: THE Market Data Book 


NEW YORK CHICAGO ATLANTA LOS ANGELES SAN FRANCISCO ie 
330 W. 42nd St. 100 E. Ohio St. Walton Bldg. Garfield Bldg. Russ Bldg. 
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Advertising Pays 
Real Dividends to 


American Artists 


Association, in Ambi- 


Million Dollar Business 


By JUDITH CORTADA 
New York, April 23.—When the 
doors of the Associated American 
Artists’ new galleries swung open 
here recently, the ceremonies cast 


a spotlight on a six-year program 
which has brought art from the} 
garret to thousands of American 


homes through the successful appli- 
cation of modern advertising and 
merchandising methods. 


Beginning with 27 artists and a 
tiny office, the organization now 
numbers 131 members and owns 


galleries covering 23,000 square feet 
of floor space. Advertising expen- 
ditures in magazines and direct mail 


f BETTER Copies” ‘ 
BETTER SERVICE 
BETTER LAYOUTS 


RAPID COPY SERVICE CO. 
e 123 N. Wacker Drive ... CHICAGO 
@ 415 Lexington Ave... NEW YORK 
@ Ninth-Chester Bldg. . . CLEVELAND 


| 
| have 


| traditionally 
| methods used by more conventional 
| businesses. 


steadily increased, 
$684 to $110,000, a surprising sum 
to be devoted to the sale of art, so 
divorced from the 


— | 
rising from | 


In direct proportion to the rising | 


|curve of promotional expenditures, 
|sales volume has risen from $27,000 
| for 
| $610,000 for 
=| the organization has set its cap for 


tious Campaign, Seeks| 


the first year 


the 


of operations to 
current season and 


a $1,000,000 business. 


Lewenthal Directs 


The Associated American Artists | 


owes its existence to the 
viction of a 28-year-old public rela- 
tions man _ that 
there was a vast 
untapped market 
for art and that 
to reach it a 
bridge must be 
built between the 
artist and the 
public. Reeves 
Lewenthal, now 
director of the 
AAA, was han- 
dling publicity 
for a number of 
art organizations 
and saw the 
practical impossibility of trying to 
sell art to a public which had not 
been informed of its existence and 
which saw little of the artists’ 


Reeves Lewenthal 


leries. 

“IT believed then, and I still be- 
lieve,” Mr. Lewenthal told Apver- 
TISING AcE, “that exposure to 
enough people will sell anything 
even art. The artist is non-existent 
without an audience and if you can 
create that audience, you can make 
the artist.” 

Genuinely concerned with the 
economic difficulties of the artists 
who were his clients, Mr. Lewenthal 
first attempted in 1934 to sell their 
work through sub-galleries in 100 


department stores throughout the 


country and found the idea imprac- | 


BUSINESS [S GOOD 


in. METROPOLITAN OAKLAND 
The Pacific Coast's Third Market 


AUTOMOBILE SALES 
RETAIL TRADE...... 


EXCLUSIVE ASSOCIATE PRESS 


— and gelling 
teller every day! 


1941-1940 Comparisons for January and February 


By Statistical Burcau, Oakland Chamber of Commerce 


ALL BUILDING CONSTRUCTION 
POPULATION INCREASE 
NUMBER NEW FIRMS 

NEW HOME CONSTRUCTION...... UP 39% 


* All business indices point to a record year ahead for Metro- 
politan Oakland, The Pacific Coast’s Third Market. 

> 4 With 231 million Defense Dollars being spent now in the 
Metropolitan area, shipyards, manufacturing and other industrial 
plants are operating “at capacity.” 

% Reach the able-to-buy families in this great Pacific Coast 
market through the columns of Metropolitan Oakland's domi- 
nating newspaper medium. 


GREATEST HOME DELIVERED DAILY CITY CIRCULATION IN NORTHERN CALIFORNIA 


.. UP 179% 
Tere. UP 178% 
et dea harp ted UP 89.9% 


esate heed UP 25.2% 
Parcenenes hake UP 8.2% 


WIRTPHOTO .. UMITED PRESS 2 


i National Representatives: WILLIAMS, LAWRENCE G CRESMER CO, _ 
_ Member of SuanICAN NEWSPAPER PUBLISHERS’ ASSOCIATION 


firm con- | 


| zation 


TWO POPULAR THEMES IN ARTISTS’ COPY 


Why GRANT WOOD, THOMAS BENTON 
LUIGI LUCIONI 


oud These 55 Other treat Am wt 
Are Now Offerh You Ther SHUINED, ORMGINAL 


ETCHINGS jo oni, ‘5 EACH! 


Mail Coupon for Free Catalogu 


( joa) 


amancat a oy 


These are samples of the appeals used to build up sales of members of the Asso- | 


ciated American Artists, New York. 


the New York Herald Tribune book section in December, 
New York Times Magazine April 6 this year. 


— - —__ ——> 


The 
shelves. 


tical. 
the 


paintings 


First Campaign 


The spectators’ 


tion at sight of the largest galleries | 


wares except in the New York gal- |!" the United States this week were | 


not any louder than the snorts of 
disapproval which’ greeted Mr. 
Lewenthal’s announcement in 1935 
that American art was going to kick 
off the traces of tradition and insti- 
tute an advertising and mail order 
campaign. 
The idea 


met with disapproval 


| from advertising men, who said that 
art could not be sold by mail order, 


and with instant opposition from 
the established art galleries. Mer- 
chandising, they contended, was not 
for art, which was essentially a 
“snob business.” Direct mail, mak- 
ing art available to the _ public, 
would also make it “common” and 
they would as a result lose the 150 
to 200 collectors who were their 
only buyers. Not only did the gal- 
leries oppose the idea but they 
instituted a boycott against 
artists who were foolhardy 
to join the AAA. 
Undaunted, Mr. Lewenthal sank 
$500 in space in Letters and Time 
and the New York Herald Tribune 
and New York Times. Copy offered 
original signed prints by American 
artists at $5 each. Direct mail 
expenditure was $184. A_ single 
insertion, accompanied by a coupon, 
pulled 3,000 requests for informa- 
tion which were eventually trans- 
formed into $53,800 in sales. 


One-Print Peg 


The $5 original print continues to 
be the “only product of the organi- 
zation which is advertised and is 
the peg on which the AAA hangs all 
its varied activities. From the sale 
of the prints, regarded as loss-lead- 
ers by Mr. Lewenthal, have grown 
the other financially successful 
activities of the AAA. These include 
the sales of paintings, Christmas 
cards and books and its industrial 
service to magazines, advertising 
agencies, business firms and motion 
pictures. Among the outstanding 
campaigns for which the AAA's 
“art in advertising” department has 
provided paintings are those of De 
Beers Consolidated Mines and 
Abbott Laboratories. Last year the 
organization received a $50,000 
commission from Walter Wanger to 


also 


the 


paint the filming of “The Long 
Voyage Home.” 
Two years ago, Mr. Lewenthal 


instituted a budget plan, another 
radical idea for the sale of art. Sur- 
prisingly enough, only a_= small 
proportion of the AAA’s customers 
take advantage of this plan. The 
majority of the organization’s sales 
are made to people in the $2,500 
to $7,500 income group. The 
favorite price for a painting is $150 
and sales at $10,000 and $12,000 are 
definitely in the minority. 

Like any other business organi- 
starting out in a new 
the AAA has had to feel its way 
to discover the right appeal. Copy 
featuring the artists was discovered 
to have far 
than copy their 


featuring work. 


| 
remained on | 


enough | 


|now offering you their signed origi-  vertiaiag Federation of Ans neries 


gasps of admira- | 


1 


| By means of its exhibitions, 


field, | 


‘Wright Joins Meredith 


greater pulling power | yagazine, has joined the advertising 


One successful insertion was headed,! New York. 


nal paintings for only $5 each!’ Hotel Statler, Boston. 


Current Copy Widespread May 27-30. Annual cony 


Coming 
Conventions 


May 1-3. Annual meeting, Amer}. 
jcan Association of Advertising 
|Agencies, The Homestead, Ho; 
| Springs, Va. 

May 2-3. Annual convention, Jp. 
ternational Affiliation of Sales ang 
Advertising Clubs, Toronto, Ont. 
| May 12-14. Spring meeting, Asgo_ 
ciation of National Advertiser. 
|Westchester Country Club, Rye 
|N. Y. ‘yy 
| May 12-15. Annual convention 
National Association of Broadcags:. 
ers, New Jefferson Hotel, St. Loyis 

ne =" et May 15. Spring meeting, Insur- 
= ance Advertising Conference, Hote) 
s 3A : Roosevelt, New York City. 
Zz CMMTATEDD AMERICAN, Mats May 15-17. Annual meeting, As. 
/sociated Business Papers, W hite 
‘Sulphur Springs, W. Va. 
; May 19-21. Annual pn eting, 
The successful ed on the left appeared in | Southern Newspaper Publishers As 
; |sociation, Edgewater Park, Miss, 

May 20-21. Spring meeting, Ip. 

land Daily Press Association, Hote! 
“Why Grant Wood, . and these | Sherman, Chicago. 
'58 other great American artists are May 25-29. Annual meeting, Ag. 


entior 


Lithographers National Associatio; 


Copy for the current campaign, | [The Greenbrier, White Sulphy: 
now running in 32 magazines and | Springs W. Va : se 
the Christian Science Monitor, fea- | May '28-June 1. National Cour 

“ ' . © }- 
tures the cation, “waar Only $5 | oil of Ellis Plan Associates, Palme 
for signed originals by America’s : 3 , 

- . | House, Chicago. 
greatest living artists? It sounds | May 98-98. Annual mectine. kt 
on nll fed) . . " a | 5 a . & é g, Na- 
a S. T. Seidman is in tional Advertising Agency Network 

. ° 7 ay 7. “hice 

Throughout all the AAA’s promo- ; —o — Picco yee ities 
tion runs this _ believe-it-or-not Bes wer Adwartioine "Ces r ool 
note. Emphasis on the “original art Hotel Re sat ae a cnet 
at $5" theme has steadily | Sept . B11 Ys A : al ~ ri 
results. “Copy ‘lio “nourishes the| ,,SePt; #11, Annual convent 


thought that seliienh art stamps the | 
owner as a person of culture and | 
will invite the respect of neighbors. | 

On receipt of a coupon, the AAA 
sends out a catalog of the signed, | 
original prints which is followed up | 
with a catalog of gelatones, color 
reproductions of original paintings, | 
and finally a catalog of paintings. 


| Hotel Statler, C lev deed. 
Sept. 17-19. 
and Exposition, 
Advertisers 
York Hotel, 
Oct. 8-10. 
|Direct Mail 
‘tion, Mount Royal Hotel, Mx 
| Oct. 22-25. Fall meeting 


een ee 


Association, 
Toronto, Ont., 


Annual con\ 


“Institutional” Copy | ciation of National Adv ertise: 


A new departure this year is a| Homestead, Hot Springs, Va 
half-column insertion in the Sunday | 
art section of the New York Times. 
Institutional in character, the ad is | 
like a house organ w hich describes F ™ ye Berkowitz, Jr., 
a —- and activities of} | the New York Post, has joi 
ot : : | sales staff of George 
The AAA’s direct mail advertis- Company, New York. 
ing goes wherever there is a post- 
office and always follows the exhi-|. , ‘ 
bitions of which there are at least Joins Hickerson Staff 
100 a week throughout the season. | Paul de 
repre- | Hickerson, 
senting Mr. Lewenthal’s belief in | executive. 
displaying art to effect a sale, the tional 
work of American artists is becom- | ket Newspapers, 


Guzman has joint 
New York, as 
He was 


New York 


Advertising A 


former!y 
representative of Test 


Annual Conferen 
National Industri: 
Roya 
Canad: 


entior 
socia- 
yntreal 


Asso- 


, The J 


'To Genes i A. McDevitt 


former! 
idvertising department 

ed tl 
A. McDe\ 


d J. \ 
accoun: 


n 
Ma 


ing familiar to residents of every 
city in which there is a college or 
museum. An _ equally important 
result of the AAA’s success is the 
economic stability it has brought to 
its members who no longer have 
to fear the ostracism which con- 
fronted the pioneering artists. 


Fawcett Issues Study of 
Syndicate Store Buying 


The market research department 
of Fawcett Publications, Inc., has 
just released a study of the syndi- 
cate store buying habits of 3,136 
women, including personal inter- 
views with buyers in Cleveland 
stores and in the store patrons’ 
homes. 

Tabulations include frequency of 
visits to such stores, amount of 
purchases, type of merchandise, and 
why certain chains were patronized. 
The study also classifies women by 
income levels, marital status, em- 
ployment, magazine-reading habits 
and other groupings. 


Uunami 


Appoints Rose-Martin 
Pinesbridge Farm, Ossining, N. Y.., 
producer of smoked turkey, has 
placed its account with Rose-Mar- 
tin, New York. Newspapers and 
magazines will be used. 


Write for Photo Library 


of 2000 Subjects 
Edward F. Wright, formerly with 
ithe New York office of Sunset 


staff of Better Homes & Gardens, 


425 5. WABASH AVE. CHICAGO 
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Trean rv, Booth Newspapers, Detroit. 


and Times Democrat, Muskogee, Okla. 


Inforal conversation was as exciting as the sessions at the American Newspaper Publishers Association meeting in New 
York. In the group at left are: W. A. Butler, Holland, Mich., Sentinel; Philip T. Rich, Midland, Mich., News; and Arthur R. 
In the center group are J. Noel Macy, Westchester Newspapers; William L. Fanning, 
New 2ochelle Standard Star; K. A. Engel, Little Rock Democrat; and William P. Steven, Tulsa Tribune. 
Harricon, Oklahoman and Times, Oklahoma City; Tams Bixby, Jr., Springfield, Mo., Newspapers; and Tams Bixby III, Phoenix 


At right are Walter 


industrial Admen 
Study War and 
Post-War Problems 


Need for Continuing 
Promotion and Careful 
Planning Stressed 


Chicago, April 21.—“It is later 
than we think,’ declared Mason 


Britton, chief of the tools section, 
Office of Production Management, 
and vice-chairman of McGraw-Hill 
Publishing Company, in discussing 
the defense program at the lunch- 
eon session of the Midwest Regional 
Conference of the National Indus- 
trial Advertisers Association held 
here late last week. Group objec- 
tives must be put away and all 
must be subordinated to prepared- 
ness, he asserted in emphasizing the 
seriousness of the situation. In his 
work with the heads of the Army 
and the Navy he has found them 

© just as efficient as industrial execu- 
tives and they are doing a splendid 
job in the present emergency, he 
said. 

The gigantic job which industry 
has tackled with amazing determi- 
nation was illustrated by Mr. Brit- 
ton in pointing out that whereas the 
machine tool industry in 1929, a 
peak year, turned 


will have a production of $750,000,- 
000 in 1941. The aluminum industry 
which normally turned out 25,000,- 
000 pounds of aluminum ingots a 
month is now producing in excess 
f 40,000,000 pounds and by the end 
of the year will reach the rate of 
70,000,000 pounds per month. 

This supreme effort, however, is 
not more than is needed, he as- 
sured his audience, because this 
‘ountry is trying to do in two years 
what Hitler has done in seven. Pro- 
duction lines are shaping up nicely 
at this time and an ever increasing 


COLLINS 
MILLER & 
HUTCHINGS 


PHOTO-ENGRAVERS 
\N CHICAGO 


out machines | 
valued at $250,000,000, the industry | 


terials is coming from them daily, 
but nothing short of full sacrifice 
on the part of the entire American 
people will suffice to make the effort 
fully effective, he warned. 


Job for Advertising Man 


The all-day meeting was spon- 
sored by the Chicago, Milwaukee, 
St. Louis and Indiana chapters of 
the NIAA under the chairmanship 
of Frederic I. Lackens, advertising 
manager, The Hays Corporation, 
Michigan City, Ind., president of 
the Chicago unit. 
assistant advertising manager, Crane 
Company, was program chairman. 

The opening session was ad- 
dressed by Richard P. Dodds, ad- 
vertising manager, Truscon Steel 
Company, Youngstown, O., presi- 
|dent of NIAA, and E. L. Shaner, 
The Penton Publishing 


| president, 
|Company, Cleveland. Raymond 
|Moley, contributing editor, News- 
week, not on the scheduled pro- 
gram, talked briefly. 

Mr. Dodds divided industry into 
three general classifications with 
relation to its activity during and 
after the defense program: the 
housing group, building equipment 
group, and the military and muni- 
tions group. In that order will they 
return to their functions as normal 
businesses and this should be kept 


war activity and by those 
supply them. 

While management is busy with 
its defense work, the advertising 
manager should be engaged in com- 
pany defense, Mr. Dodds pointed 
out. Company defense, he explained, 


who 


'embraces advertising to keep cus- | 


'tomers informed of conditions 
which affect their relations with the 
company, to protect brand names, 


/}and to keep buyers informed about | 


| products and their applications and 


new methods by which they may 
get more out of those they have. 


| During this period, Mr. Dodds sug- | 


gested that catalogs should be mod- 


ernized, sales manuals built, direct , 


|mail campaigns developed and the 
imerits of various trade shows 
studied for exhibit purposes under 
normal conditions. 
| Battle for Markets 

Mr. Shaner reviewed the task 
which confronts industry under the 
defense program and declared that 
industry, in the interest of its own 
future welfare, must find a way to 
‘solve its difficulties within itself 
| without carrying its grievances to 
| the government. This may be facil- 
| itated by a better understanding be- 
‘tween units of industry and much 
of this may be accomplished 
| through the proper kind of adver- 
| tising to avoid misunderstandings 
|}concerning deliveries and other sit- 
| uations which tend to disrupt ven- 
|dor-customer relations. 

The great battle for markets 
| which will ensue following the war 
| period 


right in the first line trenches and 
their thinking and their plans will 
|determine in a large degree how 
| their companies survive the ordeal 
|of product rivalry, he said. It is to 
| that end that advertising men must 
“in time of war, prepare for peace.” 
| “It is not unlikely,” Mr. Shaner 
| declared, “that you, in your position 
las advertising manager or sales pro- 


Gait 40 
Roe le 


in mind in their planning for post | 


will place sales promotion | 
| managers and advertising managers | 


flow of defense machinery and ma- | motion manager, may be one of the 


|\few persons—or conceivably the 
only person—in the organization 
|who is in a position to carry the 
\torch of marketing continuously 
| throughout the distraction of war. 
| “Carry that torch, Keep it alight. 
In doing so you will contribute ma- 
| terially to the success of your com- 
|pany in the difficult days to come.” 
Mr. Moley called attention to the 
difficulty which management is 


trainer, an educator, a diplomat, 
and deal with his financial, pricing, 
and legal problems without adequate 
assistance. Thus management is 
suffering great strain and is con- 
fronted with a difficult problem of 
reproducing its kind. Mr. Moley re- 
minded his audience that war is a 
scrambling of industries and man- 
agement must not underestimate 
the necessity of maintaining the 
identity of the companies making 
up industries. 

The afternoon of the conference 
was devoted to a series of depart- 
mental meetings. 


To Stirling Getchell 

Merrell E. Boyce, former vice- 
president and advertising manager 
of C. E. Erickson Company, Des 
Moines, and before that with the 
Des Moines Register and Tribune 
and Earl Allen Advertising Agency, 
Omaha, has joined J. Stirling Get- 
chell, Inc., as assistant manager of 
its Chicago office. 


Moser Named Director 


T. E. Moser, president of Moser 
& Cotins, Inc., Utica and New York 
agency, has been elected a director 
of Savage Arms Corporation. 


25 
ee | 2 
NEWSPAPER MEN SPEND BUSY TIME AT MEETING having today with the problem of |New Hampshire Uses 
personnel because of so few promo- 
ai i Ti aren got tions in the ranks since 1930. The Four-Page Insert 
. ; a head of a business now must be a| New Hampshire claims a new 


“first” with its splash in the May 
issue of The Atlantic, said to be the 
first four-page insert taken by a 
state to advertise its attractions. 
Two pages are in four colors, with 
the two center pages occupied by 
copy for eight New Hampshire 
hotels. The plan was worked out 
by the state planning and develop- 
ment board with Allan Gottschaldt 
of Glaser-Gottschaldt, Inc., Boston. 


Quiet-Heet Names United 

United Advertising Agency, New- 
ark, has been appointed to handle 
the account of Quiet-Heet Mfg. 
Corporation, Newark, oil burner 
producer, with Benjamin C. Green 
account executive. A campaign is 
under way in national magazines 
and business papers. 


Wiggin to WLS 

Gordon Wiggin of Station KOY, 
Phoenix, has been transferred to 
Station WLS, Chicago, where he 
will handle WLS merchandising 
and KOY sales promotion. 


Gillis to WOWO-WGL 

John Gillis, formerly with Sta- 
tion WLS, Chicago, has joined the 
sales staff of WOWO-WGL, Fort 


Wayne, Ind. 


W. Lane Witt, | 


“YOU GOTTA STOP ’EM TO SELL ’EM!” 


SOME FOLKS SELL BY MAIL... Some 
by female. But however you go 
after prospects, ‘you gotta stop 
‘em to sell em.” 


Take your catalog, for instance. 

| Or your price list or portfolio or 
booklet. Its pages may be filled with 
fine artwork. It may carry a hum- 
dinger of a message. But it won't 

| sell your product for beans... un- 
less it stops your prospects at a 
glance and makes them say, ‘Here's 
something worth looking into!” 


If you want to make your printed 
message click, “package” it to win 


and hold auention. Give it a cover 
that stops the reader, catches his 
eye, excites his interest. Give it a 
Hammermill cover that will pro- 
tect it, keep it sparkling and 
attractive. 

You will like Hammermill Cover 
for its rich, brilliant colors... its 
distinctive finishes... its clean 
printability...its strength and 
durability. You will like it, too, for 
the money it saves. Hammermill 
Cover is moderate in price. And 
you Can print it economically, work 
and turn, because it is alike on 


both sides. 
Send 


NAME__ 


POSITION 


(Please attach to, of writ mm, your company 


Want some cover ideas? Mail coupon for sam- 
ple book showing all styles in Hammermill 
Cover Papers. Widest range of stock colors, 
weights and finishes under any one brand 
name; more than $06 items to choose from. 
FINISHES: Ten luxurious and distinctive fin- 
ishes, including ripple, antique, sandstone, 
crepe, brushmark, morocco, heavy leather, 
shadow, veneer, tweed. 


4 COLORS: Sparkling eve- stoppers to 

“Wy So=rive your catalog new life and snap. 

P / Ba Light tones: white, straw, lime, sepia. 

Pe @/ Middle tones: gray, gold, blue, green, 
a% tangerine. Dark tones. ?s 

cobalt, scarlet, black. 

WEIGHTS: All the popular cover 

weights are available for each color . ri 
and finish plus a special 160-Ib / 

white for mechanical bindings ( ({ 
In this book you'll quickly find |®& 

the right answer to nearly «very 

cover need. Send for it! 


ammermill Paper Co., Dept. D, Erie, Pa. 


Please send me the Sample 


H 
it! Gentlemen: 
{or Book of Hammermill Cover Papers. 
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Roundup of Advertising Promotions in the Test Stage 


Word Repetition 
Tested in Copy 
for Deodorant 


New York, April 23.--A new copy 


technique, employing short sen- 
tences repeated three times, has 
been adopted by Mystic Labora- 


No harm if a drop drips 
No harm if a drop drips 
No harm if a drop drips 


j 2 CRYSTAL CLEAR 
lz) 
- S?lmmac 


The gentle LOTION deodoront * Stops perspiration odor 


tories, Inc., in a newspaper test 
campaign for Immac_ deodorant. 
Plans developed this week indicate 
that the campaign in which Immac 
makes its first appeal to men, will 
extend through October. 

Simple sentences, such as “Does 
not rot dresses” and “Safe for teen- 
age girls” and single words, such as 


“Harmless,” are featured in the 
copy, with repetition calculated to | 


100% American-made! NX 
Ingredients, package, 


| everything made in i 


good old U.S. A.! 


ACTUAL SIZE 
BIG 4-02. BOTTLE - 
AS BIG AS MANY 50¢ LOTIONS! 


Try AMERICAN 
MAID new! Anad 


chapped hands 
whiter look —fasr! 
AT NEARBY TOILET GOODS 
COUNTERS Now 
— 


American Maid hand lotion, a new Lehn 

& Fink product, is currently undergoing 

a test in Pontiac, Mich. Copy of vary- 

ing sizes, of which this 200-line specimen 

is the largest, has been running for 
about four weeks. 


hammer home the single idea. Ten LEHN & FINK TESTS 
per cent of the copy is addressed AMERICAN MAID LOTION 


to men. 

Three newspapers in New York, 
two in Chicago and one in Newark 
are being used. Insertions, in one 
and two column sizes, are appear- 
ing at least once a week. Lawrence 
C. Gumbinner has the account. 


PHOTOS 2:°5¢ 


In lots of 100 or more 
Use actual photos in your catalogs, portfolios, direct 
mall Send photo or negative We do the rest 
Quotations supplied for any size Same low prices 


Photo post cards i'/,¢ in lots of 1000. 
Window Disp lays —Enlargements—— Transparencies 
Commercial Photo, 416 W. 45th St., N.¥.C.. 


New York, April 24.—Lehn & 
Fink Products Corporation is using 
Pontiac, Mich., as a testing ground 
for its new American Maid hand 
lotion, 100-line and 200-line copy 
being used in the Pontiac Daily 
Press in its trial run promotion. The 
product is being offered in a 4- 
ounce size at 10 cents a bottle and 


buyers are directed to “nearby toilet | 
Distribution | 


goods counters now.” 
is through two variety chains. 

A patriotic angle is given to the 
copy which reads “100% American- 
made! Ingredients, package, every- 
thing made in good old U. S. A.!” 


REQUIRED READING... 


For Research Directors ... Account Executives 
Sales and Advertising Managers! 


Se eee * 
a ee et Tyee 
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SPLIT COPY TESTING 
IN THE 
PROVIDENCE MARKET! 


HE story of the most complete split copy testing facilities available 

in the U. S., including a description of the exclusive and unique 
Selective Distribution Method which permits copy testing by income 
groups. Book contains zone map of Providence; reproductions of 
campaigns by well known advertisers; and interesting details, with 
costs, closing dates, etc., on the methods and mechanics of split runs 
in black and white, color Comics, monotone and color Gravure. Write 
on your business letterhead for your personal copy. Edition limited. 
Address your request to 76 Fountain Street, Providence, R. I. 


Soap Con Appoi 
Ecgbody cas the PROVIDENCE JOURNAL-BULLETIN te gamer" aonb compen 


REPRESENTATIVES: Chas. H. Eddy Co., Inc. ¢ New York ¢ Chicago ¢ Boston ¢ Atlanta 


R. J. Bidwell Co. 


¢ San Francisco ¢ Los Angeles 


An actual-size picture of the bottle | 
is presented in both one-column 
and two-column copy and the prod- 
uct is credited with being “Quick- | 


softening. Creamy smooth. Not 
sticky. Gives red, chapped hands a 


whiter look—fast!” 

William Esty & Co. handles the | 
account. 
| 


CANADA DRY PUSHES NEW 
SIX-BOTTLE PACKAGE 

| New York, April 23.—With copy 
|currently being tested in New York, 
| Rochester and Atlanta, Canada Dry | 
Ginger Ale, Inc., New York, has 
|started a new campaign for its fa- 


Treat your thirst 
to something NEW 


Mass your rast sit up and take nouce=with a 
sparkling glass of Canada Dry! Here's the most 
tongue-tingling treat that ever cooled your lips—in 
a new size that cost only S¢' Try Canada Dry on 
your next thiret and see how much pleasure a nickel 
| will buy! 


DRINK IT SLOWLY—FROM A GLASS! 


eed pour slowly into « glam Then—raise this merrily 
bubbliog 


GINGER ALE 


|mous product in a handy package 
|of six bottles for 25 cents. 

The advertisement reproduced 
here from the Rochester Times- 
Union is part of the first newspaper 
promotion in behalf of the carrying 
package. Canada Dry is featured 
in the five-cent bottle size, with 
emphasis being laid on the conveni- 
ence of its six-bottle package in 
carrying from store to home. The 
package has already been placed on 
sale in several marketing areas. 

J. M. Mathes, Inc., New York, 
handles the Canada Dry account. 


CANADA'S KIK INVADES 
U. S. SOFT DRINK MARKET 

Miami, Fla., April 22.—Expansion 
of operations in the United States 
probably will follow if a Miami test 
of Kik, a newcomer to the family- 
size soft drink ranks in this country, 
proves successful. 

Kik, said to be the largest selling 
family-size beverage in Canada, will 
use newspapers and radio to initiate 
its first U. S. campaign, according 
to Harry Simon, president, Kik 
Company of Montreal. Production 
is expected to begin next week at 
the new Kik bottling plant in 
Miami, marking the first time the 
company has expanded beyond the 
Canadian border with its own plant. 
Previously, franchised bottlers have 
handled the beverage on a small 
scale in this country. Distribution 
will be through grocery and drug 
outlets. 

Offering a 32-ounce bottle for 10 
cents, Kik in Canada uses as a 
trade-mark a picture of a soccer 
player kicking a regulation soccer 
ball. In the United States the trade- 
mark will show a football player 
kicking a regulation U. S. football. 
The Canadian company, operating 
two large plants in Montreal and 
Toronto and distributing from coast 
to coast, has used newspapers, ra- 
dio and outdoor advertising to pro- 
mote its product. 


Philadelphia, has been named by 
the Iowa Soap Company, Burling- 
ton, Ia., and Camden, N. J., to 
handle a radio test campaign in the 
East. 


SUDSY STATISTICS | 


ee. ee 


206% AS MUCH SUDS 


A statistical study of suds volume fea- 
tures Super Suds copy just starting in 
black-and-white newspaper space. Sher- 


man & Marquette, Chicago, is the 
agency for this Colgate-Palmolive-Peet 
product. 


Ivory Offered 
for Penny with 
Purchase of Duz 


Chicago Garment 
Trade Asked to 
Combat New York 


Chicago, April 24.—The C} cago 
Wholesale Market Council » ickeg 
up an indirect challenge from Ney 
York’s dress making industry today 
and—though without § imny diate 
funds—urged adoption of a plan & 


raise $250,000 and fight for Chj-. y 
cago’s right to be called the { shioy -— 
center of the United States. — 
The protest against New York ug 
plans to spend a probable $4,510 oo, ‘Repr 
during the next three years came at 
close on the heels of the announce. $4.75 | 
|ment (ADVERTISING AGE, April] 2] — 
that J. Walter Thompson Co:mpany 
had been given the new account oj — 


the New York Dress Institute. The 
move for the all-industry ad: ertis. B- 
ing drive was initiated pre Ous}} 


by the Dress Joint Board, Interna. ited 
tional Ladies’ Garment Workers * . P 
Union. ij 

John S. Samelson, managing dj. , 
rector of the Chicago Wholesale etter. 
Market Council, started the bal == 


rolling for an intercity promotiona) 
scrap. “Our plan is not to make 
it so restrictive, but to include a! ike- 
fields related to the creation ang ie 


New York, April 24.—A new - sais "ag = 
strategy in the battle for the white | type rg oan merchandin, Adver' 
soap market was revealed today bile td . ry en sagan — — 3 
when Procter & Gamble Company = wal sa hin ‘tu > tt i N. U. 
launched 1,000-line newspaper copy | Seste Ok in ediuar ng bee — 
offering Ivory soap as a one-cent er Coil no any sdventnas in ivert 
premium with a large-size package | >...) production Pn ten pei Chi. nee 
of Duz. The campaign will be ex- cago which now serves four-fifth limit) 
tended within the next few days to} ~“*.’ oe 3 - patie: Box 3: 
newspapers in the approximately | of the nation’s geographical area. 

a rape ge the Northeast where | No Agency Fast 1 
uz is sold. 7 
The offer is expected to continue| The promotion, Mr. Samelso; ta 

“as long as dealer’s stocks hold out.” | declared, would not be a Counci a fe 


Ivory soap has been offered as a | project, but would be placed in the & °"))'\" 


premium with other P&G products, 
among them Ivory Snow. Compton 
Advertising has the account. 


SUPER SUDS FEATURES 
NEW PER CENT THEME 
Chicago, April 23.—The new copy 
theme for Concentrated Super Suds, 
headlining “206 per cent as much 
suds,” has just been carried into 
black-and-white newspaper space. 
Colgate-Palmolive-Peet Company 
previously has claimed that the soap 
produced “more suds,” but the cur- 
rent campaign emphasizes that the 
big blue box of Super Suds, when 


subjected to laboratory tests against | 


other popular soaps, actually makes 
206 per cent as much suds, cup for 
cup, as the average of all the others 
tested. It is these extra suds, copy 
declares, that soaks out “deep down 
dirt” and makes clothes “super- 
white, super-bright.” 

The theme is being featured in 
Super Suds’ regular newspaper 
color comic strips, with the first 


black-and-white copy appearing in | 


the Harrisburg News. Similar copy 
is to appear from time to time in 
other markets not yet determined. 

Sherman & Marquette, Inc., Chi- 
cago, handles the account. 


New CBS Rate Card 
Lists Improvements 


Columbia’ Broadcasting System 
has issued rate card No. 28, which 
shows 219 major improvements by 
70 stations since the last card was 
issued in July, 1940. The new rates 
become effective May 11. 

Among the improvements are 
power increases for 44 CBS sta- 
tions and new day and night oper- 
ation for five stations, which used 
to operate “sunrise to sunset.” CBS 
also added eight new outlets in the 
United States and one in the Phil- 
ippine Islands for a total of 128 
stations. 


“Fortune” Advances 
Wood and Paine 


Richardson Wood, managing edi- 
tor of Fortune, has been named 
general manager, effective May 2. 
This is a newly created position. Mr. 
Wood succeeded Russell W. Daven- 
port as managing editor last May 
when the latter resigned to take 
part in Wendell Willkie’s presiden- 
tial campaign. 

Ralph D. Paine, Jr., succeeds to 
the post of managing editor. He has 
been with Time, Inc., since 1931, 
and joined the staff of Fortune in 
July, 1940 


hands of whatever administrative 
|group is selected at a meeting of Be’, 
|interested parties. No advertising J tise 
|agency has been considered and t Box 33 
|his knowledge, none has come for- 
ward to help with the projected 
quarter-million dollar drive. 

The Council was formed to pro- 
mote wholesale and manufacturing 
interests in the Chicago area and its 
officers and committee members in- 
clude leading executives. Ward New 
Farnsworth, of the Marshall Field @n “e: 


Estate, is Council chairman. Pigar s 
——— this w 
‘Ludlum to Getchell Blacks 


Stuart Ludlum, until recently Bj, 
head of the radio department, Mc- Bia.,- 
| Cann-Erickson, and previously wit! ; of 
| Ruthrauff & Ryan and with Black- , ints 
|ett - Sample - Hummert, has joined **"-°*! 


J. Stirling Getchell, New York. Pa 

A ca 

inaugu 

RECONSTRUCTED ADVERTISING | B*. ,.° 

SCHEDULES s bot 

Tells the Who-Where-When & How Much New FE 

of Business Paper Advertising will p 
BRAD-VERN’S REPORTS }3535,.\95. "| ME 

Usborn 


PRINTING 


cAd- Setting 
Engravinge Printing 


AITHORN service is 
Cf complete —Ad-Setti og, 

Engraving, Printing. ) 0U 
can use one or all as required, 
but all are here ready to serve 
you. Experience proves (hat 
there is often a distinct acyao 
tage in having your typogr phy 
done where you can get eng’? 
ings and press proofs in 4° 
quantity. Phone Wabash 7520- 


The Faithorn Corporatioa 
504 Sherman Street, Chicas? 


A Comprehensive, Complete Day ood Night 


Service for Advertisers and 
™, Advertising Agencies 
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Cdvertisi 
Market 


The rates for this department are as follows: 


“Help Wanted,” “Positions 
‘Representatives Available,” 
cash With order. 


All other classifications (single insertion rates): 


$4.75 per inch. 


Wanted,” 
3@ cents a line, minimum charge $1. 


“Representatives Wanted,” and 
Terms 


% in., $2.75; 1 to 8 in., 


——— 


HELP WANTED 


POSITIONS WANTED 


ERC WERCH AN DISE PROMOTION MAN— 
rdware Wholesaler interested in 
wh pete man capable of develop- 
manigement and complete sales 
plans for hardware retail- 


-« Much information to be dissemi- 
ted through bulletins so applicant 
ist have editorial qualifications. 
ust also be able to talk convincingly 
; interestingly to. fairly large 
roups. Give complete qualifications 
nd previous experience in initial 
x 334 ADVERTISING AGE, Chego. 


POSTPIONS WANTED 
Joung mmc woman—ten years advertising 


vducti« and editorial magazine 
ake-up; can my out complete maga- 
e; secretari 

x 3350 ADVE R TISING AGE, N. Y 


\dvertixing Man—S‘e yrs. experience 
tadio, 


agency, Automotive, Catalog 
sce 30, married, no draft problem. 
U. a nus Excellent references, 
x 334 ADVERTISING AGE, Chgro 


Food mere -handiser, sales supervisor, 


ivertising manager, also experi- 
ed ad. agey. executive—media rep- 
resentative Age 41 (above “draft” 
it). Univ. grad. 
x 3351, ADVERTISING AGE, Chgo 
SALES PROMOTION 
MAN AVAILABLE 
‘ast versatile writer, with a direct 
es slant that has proven its ability 
pull orders and results direct by 
ii] can produce own layouts, 
i follow thru efficiently and eco- 
mically on all phases of production. 
If vou are seeking a man of this 
calibre, I'd like an opportunity to 
show what I have produced in sales 
results for other aggressive adver- 
tisers. VT'll consider going anywhere. 
Box 3345, ADVERTISING AGE, Chgo. 


PRODUCTION ASSIST ANT wants 
publication or agency’ berth ‘an 
make type hop, skip and jump. Spent 
printers’ language. Knows engrav- 
ings. Write copy College. Editor 
school publications Now employed 
sox 3348, ADVERTISING AGE, N.Y 
FILL IN AD. MAN to take place of 
draftee for duration of the war 
Familiar publication and agency pro- 
cedure Copy talent, ideas, roughs 
Versatile experience since 1922, from 
the ground up. Knowledge of mer- 


chandise 
ing. 
tox 3349, 


and mechanics of advertis- 


ADVE 


ADVERTISING 
part-time 


t{TISING 


AGE, N. Y¥ 


MANAGER, Available 
publisher, department store, 
chain, manufacturer. Past 7 years 
sales promotion manager leading 
publisher. Knows direct mail, writes 
producing dealer, distributor 
consumer copy. Can sell in 
too Full-time job considered 
Finkel, 521 5th Ave., N. 4 


sales 


Les 


MISCELLANEOUS = 


RB. AIRDSET ADS OUTPULL PU B- 
lisher set ads by 25%, 8 year check 
proves. Type ruler with your first or- 
der. Clean proofs fast day and night 
BAIRD, 18 BK. Kinzie, WHI, 4347, Cheo. 
Agency has space and switchboard 
|}service to spare for creative ad man, 
lart studio or small agency 

AGE, 


| Box 3347, ADVERTISING 


BUSINESS SERVICE 


Chgeo 


YOUR SALES PROMOTIONAL MA- 
terial, house organs, planned, pre- 
pared on free lance basis by employed 
advertising man Plenty of ideas, 
|} samples Edward Edelstein, 201 N 
| Wells St., Randolph 8884, Chicago 


Blackstone Cigar 
Adds Half-Inch 
‘Extra Dividend’ 


New York, April 24.—Playing up 
gn “extra dividend” in store for 
figar smokers, Waitt & Bond, Inc., 
this week launched a new 
Blackstone Londres Extra, half an 
inch longer than the regular five- 
inch Blackstone Londres, and giving 
“17 per cent extra smoking.” Copy 
points out that it is “like getting a 
ten-cent cigar free with every six 
cigars you buy.” 

A cartoon-type color-page in Life 
inaugurated the campaign which 


will continue throughout the rest 
ofthe year on a once-a-month basis 
both Life and Time. Weekly 


insertions in 23 newspapers from 
New England down to Washington 
will provide spot coverage in the 
Fast. Batten, Barton, Durstine & 
Usborn is the agency. 


Negbaur to Ray-Hirsch 

Hl Negbaur & Co., New York, 
kers’ accessories, has appointed 
y-Hirsch Company, New York, to 
ndle advertising. 


ee ari ar pe 
¢ Be, | 


te as 
Sie ed 


10-cent | 


ABP to Meet 
May 15-17 at 
W. Virginia Spa 


New York, April 23.—How mem- 
bers can get a maximum return on 
\their investment in the Associated 
Business Papers will be the theme 
of the 17th annual spring confer- 
ence of the association which will 


|}be May 15-17 at White Sulphur 
Springs, W. Va. A “How To” meet- 
ing from start to finish, the first 
day’s session will be devoted to 


“How to Make Individual Paper 
Promotion More Effective.” On the 
second day the topic will be “How 
to Make Individual Paper Selling 
More Effective,” and on the third 
day, “How to Make Advertising 
Managers and Agencies’ Better 
Salesmen of Business Papers.” 

Each session will be in the na- 
ture of an open discussion, sessions 
being held only in the mornings and 
a two-hour meeting on the evening 
of May 15. The afternoons will be 
|devoted to play, including a skeet 
| shooting competition, the winner of 
'which will receive a trophy of a 
|silver bowl donated by Ray Bill of 
+Sales Management and M. A. Wil- 
liamson of McGraw-Hill Publishing 
Company. 

The membership will vote on 
amendments to the constitution and 


by-laws of the association. Plans 
for the conference were made by 
the promotion committee headed 
by Pete Fahrendorf. 
Hotel to Advertise 

Hotel Puritan, Boston, will use 


newspapers, radio and direct mail 
this spring and summer in an in- 
tensive advertising campaign “to 
tell the people of New England just 
how modern, distinguished and in- 
expensive” the hotel is. Edward H. 
Rihbany is the new advertising 
counsel, Ingalls-Miniter Company, 
Boston, the agency 


Sponsors Spelling Bee 

Seaside Oil Company, Santa Bar- 
bara, Cal., marketer of Seaside gas- 
oline and Silverol motor oil, has 
undertaken sponsorship of the “Sea- 
side Spelling Bee-Liner” over six 
stations of the Columbia Pacific net- 
work, from 5:30 to 5:55 p.m., PST. 
McCarty Company, Los Angeles, is 
{the agency 


person, | 


Commerce Figures | 
Show Refail Sales 


Continuing Upward 


Washington, D. C., April 23.—The 
melodic music of ringing cash regis- 
ters all over the country was echoed 
here this week when the Depart- 
ment of Commerce issued statistical 


retail sales up 9 per cent in March 
and variety store sales also up 14 
per cent in that month. 

Chain grocery volume last month 
soared to a new high, gaining 3 per 


cent from the record set the pre- 
vious month. The seasonally cor- 
rected index advanced to 126 for 


March from successive peaks of 122 
and 123 in January and February. 
Total sales for the first quarter of 
1941 topped the corresponding 1940 
| period by about 12 per cent. 
Chain grocery sales have main- 
tained an unusually high level since 
| September, 1939. According to the 
|Commerce Department, price in- 
creases have not been a significant 
|factor in the gain in volume al- 
though retail food costs rose about 


_|0.5 per cent during March and were 


the highest since September, 1939. 


Rural Sales Up 


March sales of general merchan- 
dise in small towns and rural areas 
almost matched February’s 
breaking volume on a_ seasonally 
corrected basis. The index hit a 
peak of 151 in February and 
dropped to 149 the following month. 
March sales were 9 per cent ahead 
of March, 1940, despite the fact that 
last year’s period included all pre- 
Easter trade. No adjustment was 
made in the index for 
Easter date. 

On an unadjusted 
| rural sales were 7 
| February. The 
because this 


record- 


March 
per cent ahead of 
index fell slightly 
increase was a little 


basis, 


reports showing chain grocery store | 
sales in March up 14 per cent, rural | 


| refrigerators, 


the varying | 


| hospitals, 
| professional men with the new line | 


less than seasonal. Sales for the 
first quarter topped the 1940 quar- 
ter by 10 per cent. 

March variety store trade, 14 per 


| cent ahead of the comparable month 


after adjustment for the difference 
in the Easter date, pushed the De- 
partment of Commerce index to 120, 


) an advance of four points from Feb- 


ruary’s record-breaking mark. Sales 
for the first quarter were also about 
one-tenth larger than in the same 
period last year. 
Philco Uses Telegrams 
to Push Air Conditioner 
Western Union messengers bear- 
ing telegrams outlining features of 
the 1941 Philco-York air conditioners 
are being used by the Philco Cor- 
poration, Philadelphia, to acquaint 
hotels, tourist camps and 


of portable units. The 60-day cam- 
paign is being backed up by special 


dealer newspaper copy, displays 
and other aids. 
A new merchandising program 


1941 Philco 
purchasers | 


has been adopted for 
offering 


extra bonuses in the form of| 
kitchen radios and combination | 
kitchen radio-clocks not available 


to the general market. 


‘Monmouth Names Hubbs 


| San 


H. D. Hubbs, for the past six 
years in charge of retail marketing 
operations of United Refinery Com- 
pany, Warren, Pa., has been ap- 
pointed sales manager of Monmouth 
Products Company, Cleveland, 
maker of engine bei ir ings, clutch 
plates and parts, and King bolt sets. 


Booklet Pushes Linoleum 
The Paraffine Companies, Inc., 
Francisco, has released a 
booklet to floor-covering dealers 
designed to extend the uses of 
linoleum in beautifying the home. 
Four-color and black - and - white 
photographs are used liberally. 


WBRK Changes Hands 


The Federal Communications 


/Commission has approved transfer 


of ownership of Station 
Pittsfield, Mass., from 
Thomas of Waterbury, 
to Monroe B. England. 


WBRK, 
Harold 
its founder, 


Name Miller A. M. 

Paul Miller, assistant advertising 
manager for several years, has been 
appointed advertising manager of 
Heil Company, Milwaukee, succeed- 
ing Harry J. Pugh, who has been 
advanced to sales promotion man- 
ager. 


Forms New Service 

Paul F. Adler, formerly Eastern 
manager of Sears & Ayer, New 
York radio representative, has or- 
ganized Eastern Advertisers’ Serv- 
ice, Los Angeles, with headquarters 
at 6305 Yucca street, to serve East- 
ern agencies and advertisers. 


‘BUY YouR | 
DIVIDENDS 


ADVERTISING 


Some men MAKE their adver- 
tising PAY. They BUY their 

| dividends. They leave noth- 
ing to chance nor to circum- 
stance. They spend money to | 
produce a superior commod- | 
ity. They spend more money 
on advertising, to do another 

| job, a job just as important 

| as the getting ready to sell. 

| They plan and devise adver- 

| tising to make people think 

| what they want them to think, 

} to control thinking, to create 

| likings and unquestioning 

| 

| 


ae eee yer 


PREFERENCES, to SELL 
what they sell, Their adver- 
tising never pulls a trick; | 


| never takes a prize; it is too 
sweaty. Do you know about | 

7 our PLAN, our COPY, how | 
we use SMALL ads in news- 
papers, to the everlasting 
profit (DIVIDENDS) of our ' 
clients? 


OREN ARBOGUST | 
ADVERTISING 

Thirty N. Michigan Ave. 

CHICAGO 


OW 


AR 


—, 


LISTENING TO 


| 2ND ROCHESTER 
| STATION 


3RD ROCHESTER 
STATION 


TO ALL OTHERS 
OR “DIDN'T KNOW” 


For WHEC 


leadership rest of day and night, 


ee ROCH 


Basic CBs. - -- - Paul + all Co. Representatives 


They Listen In Rochester 


Between 


 —— lta 
7 and 9:30 A.M. 


Authority—Recent Hooper-Holmes’ Early Morning Rochester Survey. 


(Complete Data with Quarter-Hour Breakdown Upon Request) 
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Defense Spending . 
Shown in ‘True 
Story’ Survey 


New York, April 23.—What “bet- 
ter-off” families are buying to fill 
deferred needs and how 
patterns have changed due to the 
defense money stimulus are shown 
in detail in a new booklet, ““Work— 
By-Product of Defense,” just pub- 
lished by True Story. 

The magazine undertook to ex- 
amine the nation’s defense program 
as it affects 


current consumer 
spending. There is an estimated 
national income of more than 83 


billion dollars for 1941, an income 
which, because of the present level 
of prices, “is substantially greater 
than that of 1929, in total or per 
capita,” according to the presenta- 
tion. And, in the cities studied, 
True Story found that more than 50 
per cent of the families are finan- 
cially better off than they were a 
year ago, that “they have more 
money for optional spending.” 

Employing the Consumer & Trade 
Relations Service, a branch of the 
William J. Burns Detective Agency, 
the magazine studied conditions in 
nine American cities. Toledo and 
South Bend were selected as direct 
defense recipients, Reading and 
Canton as so-called purveyor cities, 
and Fort Wayne and Grand Rapids 
as consumer supply cities. Others 
studied were Syracuse, Trenton 
and Pittsfield, Mass. A larger per 
cent of “better-off’” families was 
found in Canton, for instance, than 
in Toledo or South Bend—which 
were allocated hundreds of millions 
of direct defense dollars—and even 
Grand Rapids and Fort Wayne led 
Toledo in this respect. 


Cites Campaign Slants 


“Advertising, which might have 
been carefully planned to parallel 


defense expenditures, as listed in 
‘official’ reports from Washington, 
would have actually found less 


activity than hit-or-miss advertis- 
ing which happened to land in 
Canton or Reading,’ the survey 
says. “Obviously, then, a campaign 
planned to give constant and regu- 
lar coverage of all areas will best 
match the opportunities created 
under the new conditions.” 

New defense money, True Story 
found, is no longer buying $20 silk 
shirts as it did during the 1917-1919 
period of defense economy. Accu- 
mulated deprivations stored up dur- 
ing a 10-year depression, “plus the 
prevalence on the market today of 
hundreds of comforts and _ con- 
veniences made available in the last 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing —Mimeographing 
THE LETTER SHOP, Inc. 


440 8. Dearborn St. Wabash 8655 
CHICAGO 


Winston-Salem, N. C. 
~an effective SELLING 


market for advertisers 


*where, according to Sales Manage- 
ment figures, retail sales in 1940 (Win- 
ston-Salem and Forsyth County) were 
$35,283,000. 


*where income tax returns per 1,000 
population run two to one against 
the average for the entire state of 
North Carolina. 


*where the effective buying income 
per family is $682.00 more per year 
than the average for the entire state. 
(and $964.00 more than the average 
per white family). 


These are just a few facts indicating 
that Winston-Salem ranks high in 
SALES opportunities for advertisers. 


JOURNAL AND SENTINEL 


Winston-Salem, North Carolina 
National Representatives: 


KELLY-SMITH COMPANY 
NBC—Radio Station WSJS—NBC 
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20 years by mass manufacturing, 
advertising and the lower prices 
they create, tend to make today’s 
dollars tickets to permanent com- 
fort rather than passes to wild joy 
rides on the wagon of plenty.” 


Bulk of Market 
| Analysis of data on purchases, 
|both “convenience”—such as toilet 
| goods, drugs, etc—and “major”— 
such as clothing, house furnishings, 
electrical equipment, etc.—reveals 
this important conclusion, accord- 
ing to the survey: the bulk of 
today’s market for most goods 
comes, as always, from the lower 
middle strata in American life. 
Fourteen leading magazines were 
checked in the True Story survey, 
land it was found that one or more 
of them had been read by 84.9 per 
cent of the purchasers. The study 
also measured the pass-along read- 
ership from family to family, and 
it was found that a few magazines 
thus covered large segments of the 
buyers. Five magazines, it was 
| stated, each a recognized leader in 
‘a different field, will reach three- 


| 


| sumer products—by geographical 
}areas—and will specifically reach 
of the “better off” 


| three-fourths 
families in each area. 


Features War Effort 


in New Campaign 

Using newspapers, radio and 
panel posters, and featuring the 
civilian war effort in Canada, Union 
Oil Company, Ltd., Vancouver, B. 
C., has started a new advertising 
campaign. An NBC Red network 
program has been replaced with a 
specially-produced show dealing 
with war work in Canada, using 
seven western Canadian stations to 
cover British Columbia and Alberta. 
One quarter of the space used in 
newspapers and on posters will be 
devoted to the war effort as a do- 
nation, 

Stewart-McIntosh, Ltd., Vancou- 
ver, handles the entire campaign. 


WBAL to Welcome NBC 


Blue Network Newcomer 
Station WBAL, Baltimore, NBC 
Blue network outlet which will 
change over to the Red network in 
the fall, will stage a city-wide cel- 
ebration in mid-September for the 
new Blue network outlet in Balti- 
more, WCBM. The rate for WCBM 
will be $140 under the new setup, 
compared with $320 for WBAL. 
WBAL starts broadcasting on 50,000 
watts power May 11, and _ the 
change-over is effective Sept. 27. 
Station KDKA, Blue outlet in 
| Pittsburgh, moves over to the Red 
on Nov. 1, when it will be replaced 
by Stations WWVA, Wheeling, W. 
Va., and KQV, Pittsburgh. A com- 
| bination rate on the new stations 
will be $560. KDKA’s rate is $480. 


Morris Thomas Retires; 
Everett Nash Elected 


Morris Thomas, for the past 30 
years treasurer of Thomas Publish- 
ing Company, New York, has re- 
tired. He has been succeeded by 
Olaf Holst-Knudsen, who also was 
elected a director. 

Everett E. Nash, also with Thomas 
the past 30 years, has been elected 
a vice-president. 


Starts New Paper 

Associated Publishers Corpora- 
tion, 600 W. Van Buren street, Chi- 
cago, has announced May publica- 
tion of The War Defense Sub-Con- 
tractor, with John E. Atkinson as 
publisher. Tabloid format will be 
used. Factory facilities of avail- 
able sub-contractors will be 
for the use of contractors and gov- 
ernment purchasing agencies. 


Continue “Fun Quiz” 

Wilmington Transportation Com- 
pany, Los Angeles, will again spon- 
sor “Catalina Fun Quiz” over Co- 
lumbia Pacific network stations this 
summer, starting May 12. The pro- 
gram will be heard Monday through 
Friday, 12 to 12:15 p.m. PST. Ar- 
thur Meyerhoff & Co., Los Angeles, 
handles the account. 


Announces New Tire 

B. F. Goodrich Company, Akron, 
O., has brought out a new farm im- 
plement tire, featuring thick, heavy 
tread and deep ribs to prevent side- 
slip. The new tire, adaptable to all 
types of free-rolling wheels, supple- 
ments the company’s present imple- 
ment tire with non-directional V- 
type tread. 


|fourths of the families buying con- | 


listed | 


Index of Retail Activity in 
83 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1941, by Advertising Publications, Inc.) 
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% Gain % Gain : x 
16-Week 16-Week 16-Week or Loss. or Loss pu 
Period Period Period 1941 1941 Week Week % Ga than 
Ended Ended Ended over over Ended Ended or they 
April 22,1939 April 20,1940 April 19, 1941 1939 1940 April, 20, 1940 April 19, 15 ‘1 Los incol 
Akron, O. .... ~ 3,036,492 2,863,013 3,018,002 —0.6 +54 218,579 211,540 —33 I oo it 
Albany, N. Y... 3,204,572 2,459,683 2,468,847 —23.0 +0.4 209,765 192,995 anf that 
1Atlanta, Ga. ...... 5,083,562 4,481,624 4,818,945 —49.6 +7.5 294,308 309,344 +8 . al 
sjaltimore, Md. 6,447,153 6,657,211 7,183,733 +11.4 + 7.9 474,854 498,52: 45 thelr 
Birmingham, Ala 3,902,412 4,299,770 4,511,848 + 15.6 + 4.9 305,550 348,194 +14 
Boston, Mass. ~ 6,856,911 5,767,827 5,787,273 ——{.9 +0.3 409,988 403,926 b 
Bridgeport, Conn 2,834,408 3,034,724 3,259,480 +15.0 + 7.4 225,932 229,824 +}° As 
Buffalo, N. Y..... 4,655,784 4,312,529 4,646,552 —0.2 +7.7 314,229 349,409 +113 , 
Cemeem, Wa Seve escs 1,150,621 1,650,420 1,559,195 + 35.5 —5.5 97,830 113,574 +16 Cow 
Cedar tapids, Ia... 1,439,730 1,446,494 1,471,120 + 2.2 +1.7_ ___ 111,020 100,842 _ must 
Charleston, W. Va.. 3,084,956 2,971,956 3,213,714 +4.2 +8.2 216,237 238,875 +1 prod 
“Chicago, Il. 9,105,015 8,711,424 8,902,663 —2.2 + 2.2 645,483 627,127 = two- 
Cincinnati, O. 4,905,145 4,902,470 5,070,757 + 3.4 +3.4 320,066 422,293 dve 
Cleveland, O. 5,224,118 5,521,640 5,818,925 +11.4 + 5.4 376,379 416,825 +] . 
Columbus, O. 3,988,185 4,079,273 4,086,296 + 2.5 +- 0.2 284,500 288,743 4 culat 
Dallas, Tex. . 6,460,966 6,159,341 6,183,956 3 £0.4 429,564 416,458 news 
Davenport, Ia. 2,799,611 2,908,389 2,947,672 + 5.3 +1.4 221,564 243,250 third 
Dayton, O. 4,034,536 4,221,830 4,520,071 + 12.0 +7.1 285,908 295,512 latiol 
Denver, Colo. 2,718,329 2,523,541 2,641,499 + 2.8 + 4.7 183,078 165,771 _— ing 
Des Moines, Ia. 1,970,529 2,048,533 1,915,178 —3.8 —6.6 139,401 143,181 49° rs " 
Detroit, Mich. 6,049,011 6,169,926 6,785,716 +12.2 +10.0 446,028 486,447 +9 oe 
Kl Paso, Tex.. 3,091,956 3,219,902 3,543,550 +14.6 +10.1 207,774 218,925 5 basis 
orn wik sanded 2,863,560 2,741,886 2,796,780 —2.3 + 2.0 183,442 190,512 + prov 
Evansville, Ind. 3,695,832 3,579,940 3,868,396 + 4.7 +8.1 271,320 280,434 + Ne 
Fall River, Mass 1,010,688 1,008,845 1,100,222 + 8.9 +9.1 55,757 75,546 serve 
Flint, Mich. .......... 2,950,794 2,566,004 2,752,134 ~4.7 +7.3 186,998 199,262 + deck 
Fort Wayne, Ind...... 3,213,749 3,230,150 3,271,247 +1.8 +1.3 223,720 227,500 +10 A 
a” ee 1,661,324 1,831,200 1,849,850 +11.3 +1.0 114,279 121,508 +f mo 
Grand Rapids, Mich.. 2,630,270 2,754,897 2,899,190 +10.2 + 5.2 202,412 226,884 +12 5 com 
Greenville, S. C.... 1,932,096 2,169,572 2,315,256 +19.8 + 6.7 152,985 144,886 1 than 
Houston, Tex. ... 4,949,590 6,624,946 — 5,666,296 $14.5 + 0.7 438,186 458,948 +47 aM place 
Huntington, W. Va 2,182,136 2,381,132 2,507,445 +14.9 +5.3 171,500 211,021 2 expre 
Indianapolis, Ind. 4,823,600 5,247,102 5,582,248 +15.7 + 6.4 374,108 472,920 +265 low | 
Jacksonville, Fla 2,723,728 2,873,360 2,999,864 +-10.1 + 4.4 217,770 197,288 " ’ 
Jersey City, N. J 635,332 641,429 644,211 +1.4 +0.4 51,946 46,680 -1 been 
Kansas City, Kan.... 770,686 899,941 797,384 + 3.5 “11.4 75,187 52,185 little 
Knoxville, Tenn. 3,206,572 3,254,860 3,169,153 —1.2 —2.6 221,466 207,858 n far 
Little Rock, Ark. 2,708,762 2,719,598 2,983,270 +101 +9.7 228,046 222,920 : Mr 
Los Angeles, Cal 7,763,070 7,983,432 7,226,701 —6.9 —9.5 493,153 469,837 —4 publi 
Louisville, Ky. 4,348,837 4,266,105 4,481,307 +3.0 5.0 346,883 329,361 and 
Lynn, Mass. d 2.495.654 2,495,808 _ 2,890,094 5.8 + 15.8 182,504 209,272 +14 Muck 
“Manchester, N. H 1,192,072 1,131,136 62,801 . | 
‘Memphis, Tenn 3,505,824 4,043,830 3,996,048 +13.1 —1.2 287,812 290,234 . ress 
a 5,085,794 5,651,779 5,310,852 + 4.4 —6.0 276,143 258,692 f and 
Milwaukee, Wis. 4,520,594 4,874,870 5,124,726 +13.4 + 5.1 323,929 336,885 +? umt 
‘Minneapolis, Minn. 4,507,175 3, 833,; 3,704,439 —17.8  —3.4 287,244 297,305 9 + moti 
‘Nassau County, L. I 776,187 R 1,044,003 +34.5 + 60.3 45,776 80,913 i is 
New Bedford, Mass 918,288 990,458 1,101,416 + 19.9 +11.2 64,610 80,696 +20. ive 
New Haven, Conn 2,746,688 2,908,962 3,084,818 +12.3 + 6.0 232,736 216,146 r ve! 
New Orleans, La 5,913,668 6,157,306 6,067,944 + 2.6 -1.5 400,400 446,649 UNC 
New York, N. Y “78,212,993 18,173,500 18,002,051 ~~ i -1.0 1,308,725 1,179,124 sing 
Brooklyn, N. Y... 1,271,712 1,106,317 1,134,300 10.8 + 2.5 71,599 76,362 +! glam 
peewaees Vis. 4.6806 6 2,866,780 2,929,850 3,151,452 + 9.9 + 7.6 207,844 189,378 
Oakland, Calif. ee 2,345,339 2,754,473 2,745,756 +17.1 0.3 188,624 208,56 +1 — 
“Oklahoma City, Okla.. 2,877,140 2,369,570 2,542,596 11.6 +7.3 156,240 153,062 — 
Omaha, Neb. _ 1,734,386 _ 1,840,996 3 5.6 —0.5 128,821 131,534 +! 
Peoria, Tl. ..cee- 3,299,655 3,531,985 3 3.3 +5.8 270,116 256,36* - 
Philadelphia, Pa 8,540,578 8,686,736 8.1 +6.3 591,027 608,60 t 
Phoenix, Ariz. 2,301,152 2,607,318 2,760,968 20.0 +5.9 181,090 232,904 +286 
Pittsburgh, Pa. 6,252,484 6,546,554 6,751,752 +8.0 +3.1 479,122 607,514 + 
Portland, Ore. "8,845,179 3,239,316 3,882,594 +1.0 +19.9 212,338 292,9 : 
Providence, R. I 3,780,619 3,691,638 3,688,713 2.4 —0.1 229,523 232,71 Tr 
Reading, Pa. .. 3,027,335 3,223,186 3,143,660 +3.8 —2.5 242,648 155,288 —%s 
Richmond, Va. 3,856,470 3,712,730 3,709,930 —3.8 —90.1 276,108 244,1 it 
Rochester, N. Y.. 4,577,913 4,744,164 4,730,309 +3.3 —0.3 351,595 348,1¢ 
Rock Island-Moline, Ill. 2,452,916 2,501,562 _ 2,782,652 $13.4 +11.2 193,956 193,0 
tockford, I1l. 2,301,516 2,524,900 2,757,300 +19.8 +-9.2 201,418 188.8 — 
Sacramento, Cal 2,527,616 2,373,182 2,538,536 +0.4 +-7.0 203,140 73,4 “as 
San Antonio, Tex 2,163,953 2,263,332 2,569,634 + 18.7 + 13.5 150,356 177,0 + 
"San Diego, Cal... 3,841,074 3,112,788 3,667,274 4.5 + 18.1 217,168 224,¢ +8 
Seattle, Wash. 3,394,648 3,648,496 3,616,662 6.5 0.9 239,216 265 +1 
“< y +5 
South Bend, Ind 1,655,842 1,594,909 1,777,269 + 7.3 +11.4 114,073 123, fs 
Spokane, Wash. 2,076,564 1,930,852 1,901,816 8.4 1.5 134,736 114,7 = - 
St. Louis, Mo.. 5,559,910 5,586,925 5,532,315 —0.5 1.0 375,045 410,4 T: 
St. Paul, Minn. 3,174,958 3,393,686 3,165.9: —0.3 —6§.7 255,788 236 mer 
"Syracuse, N. Y.. 3,698,156 2,152,916 = 3,317,55 10.30 454.1 161,651 174,7 + 
Tacoma, Wash. 1,860,446 2,015,424 2,019,878 +8.6 +0.2 119,728 147,¢ T 
Tampa, Fla. 2,042,586 2,567,712 2,476, + 21.3 -3.6 182,770 175,4 
Toronto, Ont., Can 5,134,505 4,884,378 5,243, + 2.1 +7.4 316,985 481 
Troy, N. Y 1,240,612 1,279,782 1,329,246 +7.1 +3.9 103,726 94,4 
Tulsa, Okla. ~ 2,738,484 2,905,000 3,031,196 $10.7 +4.3 202,944 214 
Washington, PD. C 9,165,605 10,372,717 10,676,286 + 16.5 +2.9 731,428 721,8§ > 
Youngstown, O 2,192,837 2,514,463 2,628,492 +19.9 +4.5 158,918 189 
Total 301,596,463 304,574,946 315,671,433 + 4.7 + 3.6 21,486,815 22,197 a , 
1 Atlanta Georgian and Sunday American ceased 8 Commercial Appeal published 328-pagé rr 
publication Dec. 17, 1939. issue Jan. 1, 1940, containing 428,848 eae 
2 Chicago Herald & Exam. discontinued Aug. 28, 1939 vertising. . Ba 
3 Minneapolis Star and Journal merged Aug. 1, 1939 9 Syracuse Journal published 100th Anniv oye 
4 Newsday launched Sept. 3, 1940 tion March 20, 1939, containing 216,027 sou™ 
5 Oklahoma News discontinued Feb. 24, 1939 vertising. 
§} San Diego Sun suspended publication Nov. 25, 1939 10 Manchester not included in totals 
7 Spokane Press discontinued March 18, 1939 
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Tore Circulation 
Revenue Essential, 
Cowles Asserts 


mtinued from Page 1) 


what i' used to be,” he said. “To 
sate it very briefly, the total adver- 
ising (ollars which will probably 
be spe this year in newspapers 
will be about one-third less than 
» 1929. and I frankly don’t see any 
ndicat'on that this situation is going 
1) be ro medied any time soon. 

«War and New Deal attitude 
ward advertising doesn’t help. 


“I have come to the conclusion 


that newspaper management is liv- 
ing in « dream world to expect a 
return of 1929 advertising volume. 

“Newspaper costs, however, con- 
tinue to rise above 1929, so news- 
papers, to give adequate service and 
a quality product to the reading 


public, ' 1eed even more total income 
than they did in 1929. I don’t think 
they are going to get the necessary 
income from the advertising world, 
so it seems to me perfectly obvious 
that newspapers must get more of 
their income from their readers.” 


Newspapers Must Modernize 


As a pattern for the future, Mr. 
Cowles suggested that “newspapers 
must modernize like any other 
product,” and instead of getting 
two-thirds of their revenue from 
advertising and one-third from cir- 
culation, as heretofore, “perhaps 
newspapers will need to get two- 
thirds of their revenue from circu- 
lation and one-third from advertis- 
ing, and I am not certain that in 
the long run this won’t be a sounder 
basis on which to stabilize and im- 
prove American newspapers.” 

Newspaper promotion, he ob- 
served, is “too competitive.” He 
decried the practice of spending 
“most of our time talking about our 
}competitor and why we are better 
than he is.” Too much reliance is 
placed on milline rate, he added, 
expressing the conviction that “a 
low advertising rate by itself has 
been responsible for getting very 
little business for any newspaper or, 
in fact, any advertising medium.” 

Mr. Cowles criticized newspaper 
publishers for having been “smug 
and self-satisfied for too long.” 
Much advertising is bought by im- 
pression and emotion, he declared, 
“and unfortunately, for quite a 
number of years the impression or 
emotional feeling about newspapers 
has been that they aren’t a ‘hot’ 
lvertising medium. They are just 
sound, routine, unglamorous adver- 
using vehicles. Radio has had the 
glamor and, to a lesser extent, 
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nd prices on accurate quaranteed 
f all classes of business enter- 
U. S. Wholesalers—Retailers— 
by classification and state. Also 
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*nalr en, auto owners, income lists, etc. 
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PROMOTION MEN STUDY THE FIGURES 


Raoul Blumberg, Washington Post, James Wallace, vice-president in charge of 

plans and merchandising for N. W. Ayer & Son, and Budd Gore, Chicago Daily 

News, discuss an interesting point at the National Newspaper Promotion Asso- 
ciation meeting. 


In this NNPA group are John Marston, 


ae we 
sie ore ne 


: 


wal 


Des Moines Register and Tribune; 
Lang, New York Herald Tribune. 


Ivan 


magazines, particularly new maga- 
zines like Life.” 

“Right promotion” might have 
prevented this, he asserted. 


Must Be Interpretive 


In discussing radio, Mr. Cowles 
remarked that this medium is 
rapidly taking away from news- 
papers the “spot news” and “sur- 
prise element” upon which the 
latter have largely relied for reader 
appeal. As a result newspapers are 
finding it necessary to shift more 
and more to _ interpretive news 
reporting and to better handling of 
pictures, “where radio can’t com- 
pete.” Although this job is infin- 
itely more difficult, until newspapers 
master the technique “I don’t think 
they will recapture the vital, emo- 
tional hold they once had on their 
readers. And, until they do, I don’t 
think total newspaper advertising 
can be increased very much.” 

James M. Wallace, vice-president, 
N. W. Ayer & Son, told the promo- 
tion men that newspapers can ren- 
der a great service to advertising 
by filling in the gaps in the current 
marketing interpretation of defense 
spending. 

“While there is a tremendous 
interest in defense spending and its 
importance to business, there is 
also, paradoxically, great confusion 
about the subject which the news- 
papers, through their extensive local 
facilities, could help to clear up,” 
he said. 


Offers Research Topics 


Such elements as the amount of 
money going into and coming out 
of markets through sub-contracts, 
the proportions of contracts 
stay in the market in the form of 
wages, the timing of expenditures, 
and the extent to which defense 
production replaces normal produc- 
tion, were enumerated by Mr. Wal- 
lace as subjects for further research. 
A cooperative effort, by means of | 
which local factors might be pieced 
together into a national picture, 
might well be undertaken by the 
| NNPA, he suggested. 

George Benneyan, research and 
promotion manager of the Bureau 
|of Advertising, presented a review 
of his organization’s promotional 
activities with particular emphasis 
on the widespread attention at- 
tracted by the continuing study of 
newspaper readership. Walker Long, 
| general manager, Herald Dispatch 
land Advertiser, Huntington, W. Va., 
l'and Arthur Robb, editor, Editor & 
Publisher, were other featured 
| speakers on the three-day program. 


that | 


McKesson-Robbins | 
Hosiery Now Sold 
by 4,000 Stores 


(Continued from Page 1) 


potential 30,000 outlets for its 
hosiery, it does not expect to place 
its brand in all these stores. Hosiery 
can be sold only in those stores that 
have a large amount of traffic; some 
are too small, and others prefer to 
retain their professional character. 
Because of the limited channels of 
distribution, it is not likely that the 
company will institute national ad- 
vertising of the Dancing Mileage 
hosiery. 
Sold at Three Prices 


Neither does McKesson & Robbins 
intend to develop the drug store as 
a serious competitor of the depart- 
ment store in the sale of hosiery 
since the former can offer only a 
very compact line and not enough 
druggists will make the necessary 
investment. At present, Dancing 
Mileage is sold at three prices and 
in four qualities—three-thread at 
69 and 89 cents, and two and three- 
thread at $1. The entire line is sold 
in four shades which are changed 
twice a year. 

The drug company ascribes the 
success of its venture to the fact 
that hosiery, like men’s handker- 
chiefs, watches, clocks and other 
non-drug items, is often bought on 
impulse and in an emergency. Since 
drug stores are numerous, are con- 
| veniently located and open at night, 
| they provide an ideal outlet for an 
“impulse item.” 


Saleswomen Make Check 


| “Specialty saleswomen” are em- 
ployed by McKesson & Robbins to 
interest the retailer in Dancing 
Mileage hosiery. Having prepared 
| the way, they are followed by sales- 
men. The saleswomen make 

tional visits to see that the full as- 
jsortment is being offered by the 
lretailer and that the cases are being 
kept neat and clean. Retailers are 
supplied by the company with win- 
dow displays, counter and club 
cards and mailing inserts, and the 
hosiery is offered in special pack- 
ages for various seasons and holi- 
days during the year. 

Dancing Mileage hosiery, which 
is manufactured by three different 
mills, was sold by a few department 
stores and advertised on a small 
scale in newspapers 
before McKesson & Robbins took 
| over the line. 


All-Out Effort vs. 
Business as Usual 
Debated by AMA 


(Continued from Page 1) 


Mr. Shreve declared that normal | 
production should receive equal | 
consideration with the needs of the 
defense program. 

“I firmly believe,” 
asserted, 
nation demands that industry 
as possible, must superimpose the 
defense program on _ the 
commercial production.” 

This can be done, he continued, 
only if we “forget the limitations 


Mr. Shreve 


, as far 


of the work week and get back to | 


first principles.” Our standard of 
living, he asserted, will be deter- 
mined by the extent to which we 
succeed in “carrying the defense 


load in addition to our commercial | 


load.” ; 

In describing responsibility for 
regular commercial business and 
service to old established custom- | 
ers as one of the major problems | 
—/ industrial sales groups 
day, Mr. Shreve observed that “in- 
dustry, of course, must take care of 
the defense program first, but we 
must never forget that when the 
peak is over, it will be the old cus- 
tomers’ business and the regular 
commercial business we will have 
to depend upon.” 

Among other 
cited by Mr. 


current problems 
Shreve were scarcity 


j of some types of raw material and 


addi- | 


in the South | 


delayed shipments because of the 
application of priorities. In these 
connections, he said that salesmen 
should work closely with their cus- 
tomers to obtain approval of sub- 
stitutes, to urge them to place ord- 
ers more expeditiously in order to 
help the manufacturer to help them, 
and to give information on trends. 


Must Have Profits 
While admitting that “business 
as usual” may be impossible, Mr. 
Chapman advocated “business with 
adjustments” as a method of meet- 


“that the welfare of our | 


regular | 


to- | 


| ing the requirements of national 
|defense. Although industry is not 
|attempting to make unreasonable 
profits, “profitless industry cannot 
long survive,” the speaker said, 
citing the fact that earnings of labor 
fall off because of shortened hours 
| when there are no profits. 
| “Therefore,” Mr. Chapman de- 
|clared, “it is from our normal ac- 
| tivities and not from defense that 
we must make the over-all profits 
| to pay the increased tax bill result- 
|'ing from defense expenditures.” 
Among other formulas for profit, 
|Mr. Chapman suggested abstaining 
from the use of premiums and free 
'goods, declining special orders 
which interrupt the flow of regular 
| production and on which the vol- 


}ume is too small for profit, adopting 
la policy of bringing out at least one 
new item monthly and maintenance 
of a firm and consistent advertising 
policy. 


G-E Names Brockbank 


Lucas T. Brockbank has been ap- 
pointed manager of government and 
| builder sales for General Electric 

Company air conditioning, with 
headquarters at Bloomfield, N. J. 


Buckerfield’s Appoints 

Buckerfield’s Ltd., Vancouver, B. 
C., has appointed Coc kfield, Brown 
& Co., Vancouver, to handle its fer- 
tilizer account, using newspapers 
|}and direct mail. 
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Bubicam Added to 
Speakers’ List 
for AFA Meeting 


New York, April 22.—The future 
outlook for advertising will be the 
theme of a talk by Raymond Rubi- 
cam, chairman of the board, Young 
& Rubicam, to be delivered at the 
Advertising Federation of America 
Boston convention, May 25-29. Mr. 
Rubicam will be heard at the gen- 
eral luncheon session on May 28. 
T. Norman Tveter, media director, 
Erwin, Wasey & Co., will address 
the Foreign Language Press As- 


sociation of New Engand May 27, | 
on the topic of what space buyers | 


expect in the foreign language field. 


A convention innovation this year 
is a departmental meeting on house | 
organs, together with meetings on 
other phases of advertising. This 
|meeting will be conducted as an in- | 
formal discussion, with chief em- 
phasis on the effective use of house 


magazines to improve labor and 
|employe relations. 
Another departmental meeting 


will be sponsored by the Newspaper 

| Advertising Executives of New 
England, with President Arthur I. 
| Brush, advertising director of the 
| Union Leader, Manchester, N. H., in 
charge. William C. Savage, national 
|advertising manager, Cincinnati 
|Post, is to be a speaker at this 
session. Similar meetings on maga- 
zine, radio, outdoor and premium 
| advertising are planned. 


ADVERTISING AGE 
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| Publish “Post Exchange” 


Post Exchange and Canteen, new 
business paper covering post ex- 
changes in the army, navy, marine 
corps, coast guard and the CCC 


|eanteens throughout the country, 


published its initial issue April 21. 
Offices are at 415 Lexington ave- 
nue, New York. 


Named to Windsor Post 


M. Frank Brobst, formerly sales 
manager of Gelatin Products, Ltd., 
England, has been appointed sales 
manager of Gelatin Products, Ltd., 
Windsor, Ont. 


Joins International 

The Johnstown, Pa., Advertising 
Club has joined the International 
Affiliation of Sales and Advertising 
Clubs. 


Cut Printing Costs! 


CONTROL YOUR PRINTING COSTS FROM PLANNING THROUGH PRODUCTION WITH 
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tells how! 


At a Price You Can Afford 


cially to... 
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3. Give you 10% to 25% 


exactly what size dummy, with or without bleed, 


Examine the Guide First— 


With this looseleaf MANUAL, you re- 
ceive supplements every 
All new problems 
ideas will be outlined on the 
same scientifically engineered basis. 


Detach this coupon and 


This unique, new looseleaf Service, with regular supplements, has been designed espe- 
Give you new ideas for dummies and layouts. 


2. Save you time in planning and production. 
more printing for your money. 


What the GUIDE Is— 


The GUIDE provides you and your advertising 


95 07 


man, production 


INSTANTLY with 
the kind of information that will produce more 


so that by simply flipping a tab you instantly 
get answers, without time-consuming calculations 


effective and more economical folders and lets, paper stock 
booklets. 
Without a single calculation, you will know 


and study. 


HERE ARE SOME QUESTIONS THE GUIDE ANSWERS: 
What kind of folder can 1 make? 


What size can | make my dummy? 

How can I vary my layout to make it “different?” 
How much allowance must | make for bleed layouts? 
Will the printer have to order special paper stock? 
Will the printer be able to impose my dummy for economical press production? 


The Standard Guide to Planned Printing gives you money-saving solutions 


will cut from standard paper stock without loss, 
thereby saving you 10% to 40% in paper costs. 


The GUIDE contains sections on folders, book- 


requirements, ete., all tabbed 


The CORRECT 
other questions 
six weeks or planning, your 
them in 


Without this GUIDE it takes time to get 
the answers which, too often, are inaccurate. 
printing. If you do not anticipate them in 


manufacturing 
probable higher costs. 


answers to these and many 
control the cost of YOUR 


printer must contend with 
your job—with 


The price now is $30, payable $7.50 quarterly, but first we invite you to try out the 
Service, FREE, for 10 days. 


Mail the coupon below today 


I would like to see the STANDARD GUIDE TO PLANNED PRINTING. After 
10 days’ free use, if I decide to keep it, I will remit $7.50 and a like sum 
quarterly thereafter until a total of $30 is paid. 


MAIL TODAY------------------ 


Otherwise. [| will return it 


before the price advances. 


Joseph Freed, 
Pioneer in Radio, 
Succumbs at 43 


New York, April 22.—Joseph 
D. R. Freed, founder and president 
of Freed Radio Corporation and a 
pioneer in the manufacture of radio 
receiving sets, died here last week- 
end after a brief illness. He was 
43 years old. 

In 1921, when home radios were 
still a rarity, Mr. Freed formed the 
Freed-Eisemann Radio Corporation 
and with one assistant in a small 
shop began turning out crystal sets. 
Business amounted to $6,000,000 
within three years. 

Mr. Freed left the manufacturing 
business in 1931 to join Warner 
Brothers Pictures, Inc., as a radio 
executive in charge of Brunswick 
Radio Corporation, a subsidiary, and 
seven years later became vice-presi- 
dent and general manager of 
Muzak Corporation, which supplies 
recorded music to amusement 
places, hotels and restaurants. 

Quick to seize on a new oppor- 
tunity for pioneering, Mr. Freed 
reorganized his manufacturing busi- 
ness under the name of Freed Radio 
Corporation last year when fre- 
quency modulation broadcasting 
was begun on an _ experimental 
basis. Manufacturing a line of 
FM-AM models under the Freed- 
Eisemann name, the company is 
considered probably the most active 
merchandiser of FM sets in the New 
York metropolitan area. 


Also known as an inventor of 


many basic improvements in set 
manufacture, Mr. Freed in 1925 
developed special neutrodyne equip- 
ment for the U. S. Navy. 


J. TRACY GARRETT 


Burlington, Ia., April 21. — J. 


| Tracy Garrett, 60, publisher of the 


Hawk-Eye Gazette, died unexpect- 
edly of a cerebral hemorrhage in 
his office April 14. He had been in 
failing health for some time. He 
started his newspaper career with 
the former Burlington Hawk-Eye 
and he was later editor and man- 
ager of the Creston Gazette and 
worked on several New York and 
Chicago papers. He became pub- 
lisher of the present Burlington 
paper when the Hawk-Eye and Ga- 
zette were merged in 1933. 


FREDERIC L. MAXIM 

New York, April 21.— Funeral 
services were held here April 16 for 
Frederic L. Maxim, a member of the 
sales staff of McCall’s since 1924. 
Mr. Maxim, who was 53 years old, 
died in Phoenix, Ariz., where he 
had been for the past four months 
in an effort to regain his health. 
His home was in Scarsdale, N. Y. 


/_MAURICE L. ROTHSCHILD 
Chicago, April 25.—Funeral serv- 
ices were conducted here today for 
Maurice L. Rothschild, 76-year-old 
president of the clothing stores 
bearing his name here and in Min- 
neapolis-St. Paul. Mr. Rothschild, a 
leader in Chicago business affairs 
for almost 40 years, died April 23 
in Michael Reese Hospital where he 
had undergone a major operation. 


Elect Four A’s Governors 


Members of the Cleveland chap- 
ter, American Association of Adver- 
tising Agencies, recently elected a 
new five-man board of governors, 
including Ray Hanks, McCann- 
Erickson; Stanley Seward, D’Arcy 
Advertising Company: Clarence 
Davis, BBDO: Don Julian, Foster 
& Davies; and Leon Hussey, Fuller 
& Smith & Ross. 


Wallace Appointed 
| R. N. Wallace, for the past 23 


1) years with the Syracuse Rendering 
{| Company, Syracuse, N. Y., has been 
| named West Coast representative of 


| the Gaines Food Company, Sher- 
| burne, N. Y. 


Names New Manager 


A. E. Rittenhouse Company, Hon- 
eoye Falls, N. Y., maker of door 
chimes, transformers and _ other 
electrical products, has appointed A. 
R. Johnson, formerly with Grigsby- 
Grunow Company, as manager of 
sales and advertising. 


—— — 


— 


NEW AND OLD 


Leslie Davis, Wall Street Journal, ney 
vice-president of the National News. 
paper Promotion Association, chats with 
Bradford Wyckoff, Troy Record 
president. 


TWO CANADIANS 


retiring 


Two promotion men from Canada at the 
National Newspaper Promotion Associa. 
tion meeting were W. S. Eager (left) 
Montreal Star, and Sidney Carpente 


Toronto Star. 


Five Markets Get 
Expanded Copy on 
Florida Oranges 


New York, April 24.—Combining 
a new emphasis on price with claim: 
of more juice for Florida oranges 
the Florida Citrus Commissioy 
today expanded its promotion by 
the addition of newspapers in fi 
key markets. 

Marked by hard-hitting, aggres- 
sive copy, with a highly competitive 
appeal, the campaign will continue 
for several weeks in New York 
Boston, Philadelphia, Newark and 
Washington, D. C. Favorable freight 
rates in these markets enable the 
Commission to stress the “bargain’#j 
price of Florida oranges. 

Captioned “Don’t miss this juice 
bargain now,” copy claims ‘“‘one-hal 
more juice for your money 
today’s Florida oranges by actua 
test.” A “consumer information re- 
port,” describing a test in which 
Florida oranges gave “better thar 
50 per cent more juice for the 
money” than “lots of other oranges 
bought in the same stores for the 
same price,” is included in the copy 

The initial, 1,120-line copy will 
followed by weekly insertions ) 
smaller space. Arthur Kudner ha 
the account. 


Pittsburgh Glass Elects 


Robert L. Clause, executive vice 
| president, was elected president 0 
|the Pittsburgh Plate Glass Com- 
pany at the stockholders’ annual 
| meeting, succeeding H. S. Wherrett 
who was named to the newly-cre- 
ated position of vice-chairman o 
the board. 


Ranging from calendars 
sticks, this amazing 
Merchandiser is the 
to your Good Will Gift e 
for 1941. 


lems, addressed to depart 


new nz pas 
compete ans¥s 
.ideratiot 
our pre 
t AA® 
1 this 
ck with 


Simply indicate 


your business letterhead 
free book will be on your 
a few days. 


Joseph Haga © 
BE 22sw. Madison seme 


| 


| oe on ys ee me nt ear Z sa rs - fe se . ys a * Cease hae, a ad me wn cae Pa ee bef ot : x re xm Sat on “ bois ? aa re " f ee igh ? is 7 
= ai Se pe 
: - —— Po be 
. i. | CO a 5 
a ee - bert 3 i bs 
7 . : 2s * : 
4 . | ; Zi Mie a 
sy Bie ; x cst : q 
Yes 5 ae 
bat 
a 
= 
is 
This 
; | ; truck 
a & ‘ a - 
a ‘ ; 
nS | a 
— ie = ’ 
a Va 
‘aes 
d ee 
Y a 
r 3 rt 
3 i ee 
: . . ee 
aloe ak, 
aie | 
Meee 
| ee a 
a Pe | i 
a — ala 
ere 5 ne | “ 
: vy , 
— ms ; 
a ; “ 
i me i 
. : | 
: oe ‘ a “ 
ae At left 
= Gordon 
ag poliet, | 
= ; 
aa | | sams F 
“4 = tC 
cre 
7 ee 
$ % a yen 
- a ——————_ 
<i: 2 
a" »* ee 
7" ae _ a <a iis a 4 
es Ch. .-.. ey, 
: an. ; — . < () 
| Bhs Be He 9 = :\ 
; ee ’ Eee a M ertr 
¢ ; gyre vt = *\ ; e 
Soe. oe 
Boe age ag Ss ” \ e, ¢ 
: i ee : to ma ' \, Dona 
ie ___- “hg 
. a tee. 2 . 2 4 2 : ™ id 
Be 15,001 ood a 
: 1 ’ 
é | . 5 
I 4 
b | es | 
1 
! ; 
1 i 
| ’ 1 ; 
; - pkaedh kw sad Oe 0e ed Khe kOe 0908660 s BEE 206eecvesner i of BAAD A af 
EE t 
4 1 
! 1 tre 
= 
- ae ae a cert cred a ge tene Gg ES 5 ue oe le aS ee hee i: ey Nien : ea) See Dee ek OT ig Fes 5 Bein hada pee Bee ee a ie ae ae Bin 
ha x Z ,. Mati ‘ie Pa ot ee Be Age 2 ee vac LS pe ae ee ae fe ick Crag = abe hh cial”. ck! Pay wen tae et oo © 
- hie aa - + , teats a2" ; os) cS Sot ee oe eet PL ates Bt Ke ety ot ‘a PEE ir “ 4 #3 ¥ a aye ain ex *! ee: Se al - ; a x 4z ie en LF ¥ * *; 
Fai. th ¥ e ps. te Cer t. is ; b = - nas oe - ae. 46 Se ey : “4 x 4 au # r 2 pages 5 " x, vr oF te . a a ‘ ’ x by g 
ee | at MF es ee men is) Ah ot Rial 9, Ogee Te he ee ee ie FS SSS oe, aed |) See Po, ae eek te St Lh 


xno 


April 28, 1941 


ADVERTISING AGE 


31 


a Sa ee 


SECTIONAL DRAWING IN PERSPECTIVE 


— 


drawing of its kind ever made. 


“rs t left are Walter E. Wines, ANPA; Karl H. Thiesing, New York State Publishers Association; and Arthur J. 
». Bgeordon, Syracuse Post-Standard. Second from the left are B. F. Behrman, King Features; John F. Lux, 
~ Joliet, IIl., Herald-News; and Charles W. Hoefer, Aurora, Ill., Beacon-News. 
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The Advertising Age cameraman had a busy time at the annual American Newspaper Publishers Associa- 
tion meeting in New York last week. In the group at left above are: Robert R. Reid, Richmond, Ind., 
Palladium-Item; R. P. Shepherd and Julian Smith of Basil L. Smith, Philadelphia; and Arthur F. Keilbach, 
Utica Observer-Dispatch. In the next photo are Dean Palmer, St. Joseph, Mo., Gazette; L. T. Golding, 


Ptttreme left are John Huston, Ottumwa, ta., Courier; JS Gray, Monroe, Mich., News; John King, 
Mtlow Typograph Company; and Lee M. Turnbull, Davenport, la., Democrat. 
. Gannett Newspapers: David R. Daniel, Hartford Times; L. S. Pickering, Ithaca Journal; and A. J. 
Wonald, Knickerbocker News, Albany. Second from right are Franklin B. Hurd, Providence Journal and 


meme left are C. D. O'Rourke, Cleveland Press; Charles P. Howe and George D. Stuart, Valley Daily 


Second from left are Frank G. Morrison, Pittsburgh Press: Don Paterson, Scripps-Howard News- 
“and William Ellyson, Jr., Richmond News-Leader. Second from right are J. A. McDonald, Saginaw, 


PHOTO- 


OF THE 
WEEK 


This unique view of International Harvester Company's 6-cylinder, heavy-duty 
iyck engine was planned for its three-dimensional effect—probably the first 


Second from the right are 


Second from left are J. A. 


GRAPHIC 
REVIEW 


PRIMER STYLE FOR INSURANCE AGENTS 


This Is A Man This Is A Car 
Is the Man w re an the Ca 
Oh yes’ The M ) nany 


THE AMERICA FORE INSURANCE ‘ 


HE AMERICA FORE INSURANCE AND INDEMNITY GROUP 


ne 


Two ads in the new series for America Fore Insurance and Indemnity Group, 
New York, show how a primer style has been adopted with toys as models. 


ADVERTISING AGE CAMERAMAN MAKES THE ROUNDS AT NEWSPAPER MEETING 


Brookline, Mass.; S. A. Perkins, Bellingham, Wash., Herald; and C. M. Palmer, St. Joseph, Mo.; News-Press 
and Gazette. Second from the right are Marco Morrow, Topeka, Kan., Daily Capital; Jake Weintz, Tide: 
and Ted Dealey, Dallas News. At the extreme right are N. S. Rounsley, Easton, Pa., Express; C. M. Snyder, 
Reading Eagle-Times; and J. L. Stackhouse, Easton Express. 


A. K. Whyte, San Diego Union and Tribune-Sun; and |. C. Copley, Aurora, and W. W. Tracy, Spring- 
field, IIl., both of the Copley Press. At the extreme right are Robert T. Walsh and Sydney A. Lazarus, 
Bayonne Times; and Loring C. Merwin, Bloomington, Ill., Pantagraph. 


Bulletin; Allen B. Sikes, Bureau of Advertising; H. H. Hoffman, Worcester Telegram and Gazette; and Don 
Bridge, New York Times. 
New York Sun; who is also chairman of the committee in charge of the Bureau of Advertising, and 
William Thomson, director, Bureau of Advertising. 


At extreme right are George Fries, Cincinnati Times-Star; Edwin S. Friendly, 


Mich., News; Arthur R. Treanor, Booth Newspapers, Detroit; and Robert B. Miller, Battle Creek Enquirer- 
: Tarentum, Pa.; W. D. Mansfield, McKeesport News; and Floyd Chalfont, Waynesboro, Pa., Record- News. At extreme right are Jack Hornaday and Milton Baker, King Features; Carl B. Short, Roanoke Times 
' and World News; and James R. McKeldin, Virginia Press Association. Defense and its implications loomed 
large in deliberations of the newspaper publishers. 
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ADVERTISING AGE 


April 28, 194) 


Luke Collins has been through the mill 
on all angles of advertising. Now 38, he 
has spent more than half of his life in the 
business. He joined the Red Goose di- 
vision of the International Shoe Company 
when he was only 17 years of age, imme- 
diately after leaving prep school in Texas. 
After two years in the various “back” 
departments of the business he was ad- 
vanced to the advertising department 
which was then under the direction of 
Bert Barnett, a prominent advertising fig- 
ure nationally as well as in St. Louis. For 
six years he worked in this department 
preparing catalogs, direct mail items, writ- 
ing copy, making retail layouts and ren- 
dering a merchants’ service of display and 
store activities. Following Mr. Barnett’s 


HOUSE FURNISHING REVIEW 
1170 Broadway, New York 


JEWELERS’ - CIRCULAR - KEYSTONE 
100 E. 42nd St., New York 


NATIONAL FURNITURE REVIEW 
666 Lake Shore Drive, Chicago 


How Friedman-Shelby Merchandises Consumer 
Advertising To Retail Merchants 


retirement in 1928, Mr. Collins took over 
and has been in charge of national and 
dealer co-operative advertising ever since. 
Mr. Collins has been for more than 16 
years a member of the St. Louis Advertis- 
ing Club, and for a number of years has 
been on the Advisory Board of the Nadine 
College of Advertising, a local institution 
devoted to conducting full time courses in 
advertising fundamentals and practice. 


ee | 
ee 


RED GOOSE DEALERS GET 
THE BIG NEWS THROUGH 
THEIR TRADE PAPERS 


Why does Luke Collins, advertising manager for Friedman-Shelby diyj. 
sion of International Shoe Company, St. Louis, assert that advertising jp 
the business papers reaching shoe merchants is a “must” for this great 


organization ? 


Because it spreads quickly the important news about Red Goose and 
Friedman-Shelby shoes to all of those responsible for consumer selling 
The distribution organization goes into action at an accelerated pace when 
shoe merchants and their salespeople are quickly informed of advertising 
plans, new styles and new merchandising programs. There's no time lost 


waiting for the news to get around! 


Right now the Friedman-Shelby division has an important national adver. 
tising campaign running in consumer media. The news of what this ad: 
vertising means to Friedman-Shelby dealers has been broadcast to the 
retail shoe merchants of the country through their recognized source of 


trade information—their business papers. Does it work? Listen to Mr. 


Collins: 


‘The pages of the trade journals have been found extremely helpful to us 
in merchandising the large national advertising campaign which we 


are now conducting in several outstanding consumer publications 


“Observation of actual results indicates to us that the use of trade 
paper advertising gets over a message more quickly, and certainly 
more graphically, than by any other means available to us. Even 
with a sales force national in its scope, important announcements 
cannot be conveyed to the several thousand dealers whom we serve 


quite so quickly as through the pages of the trade journal. 


‘Fast changing style and type trends are another factor with which 
we are frequently confronted, and customers and prospects have 
learned to look to the trade journals for information regarding them 
Thus we have a splendid opportunity to associate our brands with 


these new developments in a very timely way.” 


Trade Paper Advertising MOVES The Men 


SUPER MARKET MERCHANDISING 
45 W. 45th St., New York 


AMERICAN LUMBERMAN 
431 S. Dearborn St., Chicago 


BOOT AND SHOE RECORDER 
100 E. 42nd St., New York 


Who MOVE The Merchandise 


DRY GOODS JOURNAL 
1912 Grand Ave., Des Moines, Iowa 


ELECTRICAL DEALER 
360 N. Michigan Ave., Chicago 


ELECTRICAL MERCHANDISING 
330 W. 42nd St., New York 


DEPARTMENT STORE ECONOMIST 


100 E. 42nd St., New York 


_ THIS ADVERTISEMENT IS ONE OF A SERIES TO STIMULATE GREATER INTEREST IN TRADE PAPER ADVERT! °!NG 
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